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Rough Proofs 


“From the days of Ruth,” says a 
magazine blurb, “women have fol- 
lowed the men they loved into far 
countries.” 

Outside of the trifling detail that 
Ruth followed a woman instead of 
a man, the allusion is perfect. 

v¥eeg’ 

And now Will Shakespeare has 
crashed the movies with “A Midsum- 
mer Night’s Dream.” You just can’t 
keep a good man down. 

vwyY 

After five years on the air, Ireene 
Wicker, the singing lady, has run out 
of children’s stories. From her view- 
point, Scheherazade with her thou- 
sand and one nights must have had 
a cinch. 

vvy 


It is to be hoped that the adver- 
tising men who received that per- 
sonalized magazine piece entitled, 
“Mr. So-and-So, I’m going to have a 
baby,” weren’t too badly upset. 

, = F 

Premction men nowadays have as 
little regard for the vulnerable spots 
of their prospects as the famous wag 
who sent the devastating telegram 
to a list of big shots, “Fly at once— 
all is discovered.” 

vvwsy 

“Why don’t agencies practice what 
they preach and advertise in pub- 
lications read by advertising men?” 
asks Elon J. Borton. Why, haven't 
you heard, Mr. Borton? Their busi- 
ness is different. 

—? Ff F 

A tooth-brush manufacturer, re- 
ports ADVERTISING AGE, has found 
that buyers of 50-cent brushes de- 
mand red, and buyers of 25-cent 
brushes prefer amber. So only pink 
tooth brushes are left for the ten- 
cent trade. 

vvy 

G-E’s “newspaper ad desk” for 
dealers includes mats, paper, pen- 
cils, scissors and complete instruc- 
tions. The complete instructions 
should emphasize the necessity of 
not mislaying the scissors. 

+ 9 F 

Admen are now beginning to 
acknowledge what other literary 
guys have tried to conceal, that the 
writer’s best friends are often his 
scissors and paste-pot. 

ys ¥ 

Of course you’ve heard the story 
of the relief client who was so ac- 
customed after years of unemploy- 
ment to having everything done for 
him that he went out and married a 
widow with three children. 

vvwyY 

Fortune says Americans want a 
federal lottery made legal. The boy 
who never cashed a 100-to-1 shot at 
a race-track in his life will be the 
first to take a chance on a 1,000,000- 
to-1 shot. 

vvwy 

The ultimate in anti-climax: Ed- 
win C. Hill trying to interest the ra- 
dio audience in Jim Farley’s bald 
pate in the middle of Joe Louis’ 
slaughter of Max Baer. 


+ FF F 

Advertising which tends to stimu- 
late drinking by women will be con- 
sidered objectionable by the new 
federal alcohol administration. When 
the thirsty sisterhood goes into ac- 
tion, very little advertising assist- 
ance is needed or desired. 


i 
Who will be the first to start a 


campaign for a new white hope? 
Copy Cus. 


LOSS LEADERS 
ATTACKED AT 
DRUG MEETING 


Speakers Urge Fair Trade 
Laws in All States 


Cincinnati, O., Sept. 24.— Retail 
druggists should be allowed a margin 
of at least 3344, per cent when a 
manufacturer arranges his suggested 
minimum selling price, Harvey A. 
Henry, Los Angeles, president of the 
National Association of Retail Drug- 
gists, declared in an address before 
the organization’s annual meeting 
here today. 

“Price stabilization” without 
“profit stabilization” is designed only 
for the manufacturer’s protection 
and is an empty gesture as far as 
the business success of the retailer 
is concerned, he said. 


State and national legislation is 


needed to stop the “chiseling and 
unfair competition” to which the in- 
dustry is subjected, declared Nich- 
olas Gesoalde, member of the asso- 
ciation’s legislative committee, and 
chairman of the legislative commit- 
tee of the New York State Retail 
Druggists Association. 

“The public has become so price 
conscious since the depression,” he 
said, “that they think they are sav- 
ing money when they buy the cheap- 
est products, but in the long run 
they are losing money.” 


Cites Adulteration 


He told of an investigation made 
by the New York Board of Phar- 
macy, which showed that many of 
the articles sold apparently at or 
below cost as a bait to attract peo- 
ple into the stores were adulterated. 

The board found that cheap min- 
eral oils were adulterated with other 
kinds of oils, that certain cheap al- 
leged aspirin tablets were made of 
talcum powder, that some cheap 
witch hazel, which ought to have 
contained 15 per cent alcohol, con- 
tained none, that certain bay rum 
was made of inferior oils and con- 
tained vastly less than the standard 
amount of alcohol—sometimes con- 
tained no alcohol at all. 

New York state last year adopted 
a fair competition bill, approved by 
36 retail industries, Mr. Gesoalde 
pointed out, adding that such bills 
are now law in about ten other 
states. 

Every state should pass fair com- 
petition legislation, and a national 
law should be enacted to cover the 
field, he said. “The aim should be 
to prohibit the sale of merchandise 
below the resale price suggested 
by the manufacturer,” he safa. 

“That does not mean high prices 
or general increase in mark-up,” he 
declared. “If any manufacturer fixes 
an excessively high price it will 
prove his undoing, for then a com- 
petitor will soon take the market 
from him. The legislation we seek 
is not mandatory, but permissive. It 
permits the manufacturer to make 
contracts with distributors for the 
resale of his goods.” 


Sen. Tydings Speaks 


Millard E. Tydings, U. S. Senator 
from Maryland, referred to the fair 
trade acts enacted in various states, 
and assured the convention of his 
support “for such federal legisla- 


(Continued on Page 42, Col. 5) 
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The morning after the fight this 
Pabst copy appeared in Chicago. 


WARBASSE TELLS 
STEADY RISE OF 
CONSUMER CO-OPS 


Advertising Is 5th Wheel in 
System 


Boston, Mass., Sept. 24.—The con- 
sumer cooperative system, under 
which consumers supply themselves 
with their needs, entirely eliminates 
the troublesome problems of distri- 
bution raised by the present “profit 
motive” system, the Boston Confer- 
ence on Distribution was told here 
yesterday. 

The operation and growth of con- 
sumer cooperatives in foreign coun- 
tries and in the United States was 
described in detail by Dr. J. P. War- 
basse, president of the Cooperative 
League of the United States. 

(Continued on Page 41, Col. 1) 


Cosmetic Tax Upheld 
On Yeast; Washington 
Comments on Decision 


Tenor of Advertising Cited as Focal Point in 
Determining Tax Rate 


Washington, D. C., Sept. 27.—Al- 
though unofficially expressed, due to 
the fact. that the text of Judge F. A. 
Geiger’s decision has not as yet 
reached Washington, Internal Rev- 
enue Bureau officials indicate that 
all products which are advertised for 
cosmetic purposes will be subject to 
tax as provided for in the Act of 
1932. 

The scope of Federal Judge Gei- 
ger’s decision at Milwaukee, in 
which the collector of internal rev- 
enue was upheld in assessing a cos- 
metic tax against the Red Star 
Yeast Company, was discussed with 
ADVERTISING AGE by a high official 
thoroughly familiar with the import 
of the case. He asked that he be 
not quoted until the file in the case 
was returned, which may be a mat- 
ter of several days. 

The official indicated, however, 
that it was “unlikely” that the In- 
ternal Revenue Bureau “would go 
out of its way” to assess corpora- 
tions with products on the market 
which might conceivably be used for 
cosmetic purposes when ordinarily 
used otherwise. “However, if the 
company sees fit to so advertise 
these products,” this official declared, 
“there is nothing else that we can 
do but to assess them as coming 
within the plain purpose of the stat- 
utes.” 


Advertising Is the Issue 


Asked, for example, if lemons 
used as a food, would be taxed be- 
cause they are, upon occasion, used 
as a hair rinse, he replied: ; 

“Speaking of course, unofficially, 
it would seem to me that if lemon 
juice were put up in bottles with 
suggestions for use as a hair rinse 
or for other cosmetic purposes, the 
company putting the lemon juice on 


(Continued on Page 42, Col. 1) 


Last Minute 


News Flashes 


Plans Big Drive on Teacher’s Whisky 


New York, Sept. 27.—Schieffelin & Son, New York, has contracted for 
space in national magazines and more than 200 newspapers in practically 
every large city in the nation, for a fall and winter campaign on Teacher’s 
Scotch whisky, for which they are sole U. S. agents. Geare-Marston, Inc., 


Philadelphia, is the agency. 


Liquor Advertiser Unveils Animated Display 
Chicago, Sept. 27—With all of the formality attending the unveiling 
of a work of art, Gooderham & Worts, Ltd., Detroit, formally presented 
their new animated display to the public tonight. Michigan Avenue throngs 
saw a beautiful “queen” press the button which lowered the drapes to re- 
veal a fully equipped .bar, with a mechanical man shaking up cocktails 
according to a recipe printed in bold letters. 


George Slate, of Simmons-Boardman, Dies 


Summit, N. J., Sept. 27——George Slate, 61, vice-president and director 
of Simmons-Boardman Publishing Company, New York, died yesterday in 


Overlook Hospital. 


He spent 34 years with the publishers. 


Council for Moderation Tests Advertising 
New York, Sept. 27——The Council for Moderation, Inc., will launch a 
national educational campaign against excessive drinking, using newspa- 
pers, magazines and radio, if a six-week test campaign which began Sept. 


25 in five papers in the local metropolitan area, is successful. 


placed by Frank Presbrey Company, 


Test copy, 
will total 3,700 lines in each paper. 


Milwaukee, Wis., Sept. 25.—Ad- 
vertising of yeast as a facial pack 
makes it subject to a tax as a cos- 
metic, Federal Judge F. A. Geiger 
ruled here last Saturday in the case 
of the Red Star Yeast & Products 
Company, vs. Otto A. LaBudde, col- 
lector of internal revenue. 

Judge Geiger denied a motion of 
the yeast company for a temporary 
injunction which would have re- 
strained LaBudde from collecting a 
tax under Section 603 of the rev- 
enue act of 1932. He also dismissed 
his previous restraining order which 
prevented the collector from acting 
pending the hearing. 

The yeast company contended that 
if its entire sales for the last year 
were taxed on the basis provided 
for under the act, the tax would 
total more than $1,000,000. The tax 
commission has not computed any 
assessment, Fred C. Rita, special as- 
sistant attorney general, informed 
the court. ” 


Advertising Is Issue 


The government had given notifi- 
cation it would make an assessment 
after the firm had advertised its 
yeast as a facial aid. Benjamin 
Poss, attorney for the company, con- 
tended the advertising merely em- 
phasized what has long been known 
to many women, that yeast mixed 
with milk or water has value as a 
facial, and that the company is not 
marketing a special variety of yeast 
for this exclusive purpose. He also 
pointed out that vinegar, salt, lem; 
ons and other food products are 
often used as cosmetics. 

“But if a salt company adver- 
tised its product could be used as 
a mouth wash, or for salt rubs, then 
it would come within range of the 
statute,” Judge Geiger declared, 
holding that “it is not because yeast 
may be used for facials” but be- 
cause “the company tells people in 
its advertisements to use it for that 
purpose” that the yeast comes 
within the range of cosmetics. 

“Through its inferences in ad- 
vertising that this particular yeast 
is a new facial cream the plaintiff 
has brought itself within some de- 
gree of the tax on cosmetics,” Judge 
Geiger declared. “The court must 
find there must be an assessment.” 

It was indicated that the next step 
in the assessment fight would be 
to make the collector prove the 
amount of yeast that is purchased 
for use as a facial. This point was 
not an issue at this time. 


Directory of Features 
Editorials 
Getting Personal 
Information for Advertisers 35 


Photographic Review of the 
Week 


Radio Programs of the Week 34 
Rough Proofs 
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ADVERTISING AGE 


September 30, 1935 


KLEINERT OPENS 
2-CITY DRIVE 
ON BABY PANTS 


New York, Sept. 27.—I. B. Kleinert 
Rubber Company has started a news- 
paper campaign in 25 cities on 
Softex silk pants for babies. 

This Kleinert product, some five 
years old, has never before been 
nationally advertised. Introduced to 
give department stores a quality 
item to meet dime store competition, 
it immediately took hold and has 
enjoyed a growing sale ever since. 

Copy contains appealing mother 
and baby pictures with such head- 
lines as “Lovely to look at—De- 
lightful to hold.” Insertions of about 
300 lines will appear regularly in 
newspapers until about the middle 
of October. Parents’ Magazine, 
which has carried the copy before, 
is also being used. 

The fact that the pants are water- 
proofed but contain no form of gum 
rubber is one of the principal ad- 
vertising appeals. Cheap pants are 


usually made of rubber. Softex pants 
are non-heating, so copy says, retain 
their softness permanently, do not 
chafe, and weigh less than an ounce. 

The advertising is backed by a 
clothesline display in infants’ depart- 
ments of retail stores. This unit, 
with one pair of Softex pants flut- 
tering from its short line, imme- 
diately suggests the idea of wash- 
ability. Kleinert also has a “mys- 
tery cabinet” display traveling 
throughout the country. In it, a 
pair of the pants float in the air 
with no visible support, driving home 
the idea of their extreme lightness 
in weight. 

Stores aim to sell each customer 
three pairs at 50 cents each, one in 
use, one in the wash and one drying 
and ready for emergencies. 

The Federal Advertising Agency, 
Inc., with Mrs. L. B. Carson as ac- 
count executive, is handling the 
campaign. 


Purity Sponsors Mystery 


“Omar, the Mystic,” a new adven- 
ture serial sponsored by Purity 
Bakeries Corporation, Chicago, will 
be broadcast over the Mutual system 
Mondays to Fridays, inclusive,. start- 
ing Oct. 7. WOR, New York, CKLW, 
Detroit, and WSAI, Cincinnati, will 
carry the program, New York and 
Detroit at 5:15 p. m. and Cincinnati 
at 6 p. m., EST. 


Pontiac Holds Annual 


Sales Convention 


Pontiac Motor Company held its 
annual two-day convention Sept. 19- 
20, which was attended by 400 mem- 
bers of the field staff from zone 
cities throughout the country. Plans 
and policies for the coming year 
were discussed, and 1936 models 
were inspected at the General Mo- 
tors proving ground at Milford, 
Mich. Meetings were in charge of 
A. W. L. Gilpin, vice-president and 
general sales manager. 

Taking part in the program were 
H. J. Klinger, president of Pontiac, 
and three General Motors officials, 
Alfred P. Sloane, Jr., president, W. 
S. Knudsen, executive vice-president, 
and R. H. Grant, vice-president in 
eharge of sales. 


Johnson’s Wax Widens 
Radio Activity 

“House of Reflections,” on the air 
at 5:30 Sunday afternoons over 
CFRB, Toronto, and CFCF, Mont- 
real, and “Life Studies,” written and 
presented by Tom Powers, over 
WEAF, New York, at 7:45 Thursday 
evenings, are new broadcasts spon- 
sored by S. C. Johnson & Son, Inc., 
makers of Johnson’s wax. 

“Fibber McGee and Molly,” John- 
son musical show which started April 
16, continues over NBC, with the 
addition of 20 stations Sept. 2. Need- 
ham, Louis & Brorby, Inc., Chicago, 
is the agency. 


“Those statisticians again... 


“They've stacked up the more than quarter million Des Moines Register 
and Tribune circulation!” } 


There's plenty of sales lift in this 
40% coverage of all lowa families 
. . . advertisers reach the top-third 
of lowa purchasing power at low- 
est milline rates in the state. 


WATCH THE 
{ vinNERBOL'S) 
STAR 


ADDED STARTER 


or one of 43 other CASH 
prizes in this 


eunerT Sams PRLS 
AMAZINGLY SIMPLE CONTEST | =:2==2=>-— 
to introduce Mitchell's Milk zs 
ina dertul new 
° 
Nothing to buy! Just write us in 100 words 


or less your answer to the question 
«Why is this the best container for milk?” mages! tot» cath—enough ve pay (ot 
your napply of Minchall's Milk every dey fos 


Why be thie the best Comtaimer for mith? 
You don't have se buy « quart of milk You 
dows have wo bey anything Bus you mee 


1h the farm, Than, o you won't forge 
‘The chert will gine yom folder with ll 


AsP Food Stores .. New England 


Another assault on the conven- 

tional milk bottle is being made in 

New England, by Mitchell Dairy 

Company, Bridgeport, assisted by 

A. & P. This four-column news- 

paper copy features a prize con- 
test on the container. 


Blue Ribbon in 
Fight Tie-Up; 
Picks Winner 


(Picture on Page 1) 

Chicago, Sept. 26.—Premier-Pabst 
Sales Company tied up with the 
Louis-Baer fight in two directions 
Tuesday night, sharing some of the 
glory of the contest with Buick Mo- 
tor Company, the radio sponsor. 

The newspapers announced that 
the fight might be pushed ahead in 
case of threatening weather and 
most of the country’s radios were 
pointed at NBC stations early in 
order that the owners might not 
miss anything. Blue Ribbon beer’s 
Old Maestro was taking his regular 
turn at the microphone at 8 p. m. 
CDST, and he must have been 
aware of the augmented audience, as 
he remarked that while they might 
be wanting the fight, they would 
have to be content with his music 
for a while. 

Premier-Pabst used a newspaper 
tie-up in the two Chicago morning 
papers, inviting readers to drink to 
the victor with Pabst Blue Ribbon 
in the new Keglined can. The hand- 
lettered heading was “Louis Wins,” 
and advertising men were somewhat 
mystified until Advertising Manager 
Marvin Harms explained that two 
cuts had been provided, with in- 
structions to the newspapers to in. 
sert the proper one. 


Chirurg Gets Three 


James Thomas Chirurg Company, 
Boston, has been appointed for ad- 
vertising of A. C. Lawrence Leather 
Company, Peabody, Mass., tanner; 
England-Walton Company, Boston, 
tanner; and Morgan Construction 
Company, Worcester, Mass., en- 
gineers and constructors of steel mill 
equipment. General magazines, busi- 
ness papers and direct mail will be 
used. 


FLORISTS’ GROUP 
EXPANDS EFFORTS 


Detroit, Mich., Sept. 26.—‘“Say it 
with Flowers,” one of the most fa- 
mous of advertising slogans, is des- 
tined for greater fame than ever 
before, it was revealed here this 
week with announcement thatj the 
largest advertising campaign used 
by the floral industry in many years 
will be launched in November, the 
beginning of the 1935-36 season for 
the florists. 

Announcement of the big cam- 
paign was made by the advertising 
committee of the International Flor- 
ists’ Telegraph Delivery Association, 
world-wide organization of flower re- 
tailers, which will sponsor the pro- 
gram. At the same time, it was an- 
nounced that Brooke, Smith & 
French, Inc., had been re-appointed 
to handle the account. 

National magazines have been 
chosen as the principal mediums for 
the flower campaign, and first adver- 
tisements will appear in The Ameri- 
can Weekly, Collier’s and The Sat- 
urday Evening Post early in Novem- 
ber, the agency reported. Full pages 
will be used. 


Will Use Local Space 


Supplementing the national maga- 
zine campaign will be a point-of-sale 
advertising program in which F. T. D. 
members will advertise as a group 
in their particular city, using news- 
papers and local radio programs, it 
was announced. 

Decision to launch the advertising 
program follows the best sales year 
for florists since the end of the boom 
years, and the use of the largest 
advertising campaign—in 1934-35— 
since several years before the de- 
pression. 


High-Pressure 
Food Copy on 
Way Out: Gale 


Milwaukee, Wis., Sept. 26.—There 
are definite indications that food ad- 
vertising is “taking a somewhat 
more conservative, less sensational 
course,” Samuel C. Gale, director of 
advertising of General Mills, Inc., 
Minneapolis, told members of the 
Advertising Club here today. 

Since people must eat in depres- 
sion or boom, food advertising suf- 
fered relatively less during the de- 
pression than any other major clas- 
sification, he said. However, dur- 
ing the depression, there crept into 
food advertising a number of new 
tendencies and features, he said. 

“Advertising became more com- 
petitive, claims of superiority strong- 
er, Many more urges to ‘buy now,’ 
such as contests and premiums were 
used,” he said. 

Mr. Gale indicated his belief that 
these tendencies will give way to 
definite new trends in food advertis- 
ing as the economic cycle rises, and 
that this change is already under 
way. 

“While food advertisers will nat- 
urally always attempt to present 
their products in the most alluring 
and convincing way, greater pains 
will be expended to see that no 
claims of superiority are exaggerated 
or misleading. 

“Service and value in the product 
itself will be emphasized rather than 
extraneous lures calculated to force 
purchase. Complete honesty and 
believability in advertising will be 
at a premium.” 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of ‘ Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


NEW YORK 


“CHICAGO DETROIT 
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ADVERTISING AGE 


Branch Offices: PALMOLIVE BLDG., CHICAGO 
MONADNOCK BLDG., SAN FRANCISCO. 


wR 
Which *Mrs. Charles Winthrop Peele whose lard- 


ers are stocked from the: ultra shops, and who last 
dropped in at a grocer’s to purchase milk for the 
Orphans’ Fete a dozen years ago? Or... 


Mrs. John Henry Jones whose family of four are 
gilt-edge prospects for every grocer, butcher and baker 
for blocks around? 


Which? Mr. J. Wiley Puyster whose suits and shoes 
are custom-made, and who couldn't name you the brand 
of gas that powers his twelve-cylinder car? Or . . . 

Mr. Joe Andrew Smith who reads the ads that tell 
about tires, spark plugs and gasoline, and is proud of 
his car that he chauffeurs himself? 


e * a 
Manufacturers cannot. profitably forget that the world 
is not peopled exclusively with men and women who 
live on Easy Street and who are perennial patrons of 


Circulation 
in the World 


the opera. For whether we like it or not, popular taste 
for art, literature and science runs to fairly simple and 
colorful expression. “The Psychology of the Emo- 
tions” would be pretty dry brain fare for the average 
person, but the story of “Four Widowed Cinderellas 
All Sitting Pretty,” as it appeared in The American 
Weekly, is certain to win an enthusiastic reading. 


The man in the street isn’t interested in the “Etio- 


logical Factors of Hemophilia,” but if you tell him that _ 


the Royal Family of Spain has a strange disease — that 
their blood doesn’t clot ...the prick of a pin may cause 
bleeding to death—even the sport page won't lure 
him away. 

In The American Weekly the great abstractions of 
science, philosophy,, religion and sociology are given 
form and substance . . . are made to live and breathe 
under an editorial style that is unique in magazines. 


You may not like your culture dispensed with so 
colorful a hand, but over five and a half million sub- 
stantial American families each week prove that they 
do. You won't find their names in Dun & Bradstreet’s, 
but in 1934 only 320,000 people filed U.S. Government 
tax returns on incomes of $5,000 or more. Contrast this 
startling minority with the combined buying power of 
the more than 5,500,000 families who read The Ameri- 
can Weekly—most of them with individual incomes 
ranging from $1,200 to $5,000 a year. 
Where this Magazine goes 

The American Weekly is the largest magazine in the world. 
Ic is distributed through 17 great Hearst Sunday Newspapers. 

In each of 158 cities, it reaches one out of every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 
. +. and, in addition, more than 1,982,000 families in thou- 
sands of other communities, large and small. 


THEANERI CAN 


\WEBKLY 


“The National Magazine with Local Influence” 


S$ WINTHROP SQUARE, BOSTON. 
GENERAL MOTORS BLDG., 


Main Office: 959 Eighth Avenue, New York City 


ARCADE BLDG., ST. LOUIS - EDISON BLDG., LOS ANGELES 
DETROIT...HANNA BLDG., CLEVELAND... 101 MARIETTA STREET, ATLANTA 


The SOCIAL REGISTER 


of 
AMERICAN BUSINESS 


A partial list of Imp Advertisers in The American Weekly 
during 1933, 1934 and 1935 
AC Spark Plug Co. Co., A. 
jiated - Bros. & Bondy, Inc. 
Edna Wallace Hopper Kellogg Co. : 
s Koox Gelating 
American Chicle Co. 
American Kitchen Products Co. Kus Company 
ican iator 
American Safety Razor Corp. Kraft-Phenix Cheese Corp. 
Company - 
trong Cork Co. i & Company 
Associated Oil Co. Pond’s Face Powder 
Axton-Fisher TobaccoCo.,Inc., Lane Bryant 
Lea & Perrins, Inc. 
Babbitt, Inc., B. T. Leeming & Co., Inc., 
Bauer & Black Glass Co. 
Beech-Nut Packing Corp. Libby, McNeill & Libby 
Borden Co., The Lipton, Inc., Thomas J. - 
Bourjois Sales Corp. Lorillard Co., Inc., P. 
Bristol-Myers Co. Metropolitan Life Insurance Co. 
Ipana Tooth 
nome Comp, «Newson! Blocale Co, 
& Williamson Nati iscuit 
Co., jo one Dairy a oe Corp: 
fornia Frui ] ational Radio Institute 
Cali it Growers N Le Mur Co The 
California Packing lortham Warren 
Sales Co. Cutex 
— = Co. Sten Co, Glazo 
pion 
Chatham Mig. Co. Norwi Co., The 
Mfg. Co., Cons’d Old Dutch Cleanser 
Chieftain Mfg. Co., The Pabst-ett 
Chrysler Corporation Pacific Mills 
Dodge Bros. Park & Tilford 
Plymouth Parker Pen Co., 
Clorox Chemical Co. Penick & Ford, Ltd., Inc. 
Colne PalcolivePeet Co, Pepuodent Co, The 
i y 
cao Flour Mills Co. 
eae Soap rative Ass'n, Ltd. 
Super Suds Planters Nut & 
Conklin Pen Co. Premier-Pabst 
Coty, Inc. Procter & Gamble Co., The 
Crosley Radio Corp., The y 
Denni: fg. Co. 
du Pont de Nemours & Co., Ivory Soap 
Kodak Co. Pro-phy-lac-tic Brush Co. 
icott Johnson Corp., The Oats Company, The 
Ethyl Gasoline Reynolds Tobacco Co., R. 
rate pratense 
ion Schick Dry Shaver, Inc. 
Ford Motor Schnefel Bros., Inc. 
Frederics, Inc., E. Scholl Mfg. Company 
Electric Co. sealed Power 
General Foods Corp. sears, Roebuck and Co. 
Bran Cereals Seminole Paper -. 
Calumet Baking Powder Sheaffer Pen Co., W. A. 
= boakae-Vosmemn Oil Co., Inc. 
Gold Medal Flour Spool Cottoa 
ties Stanco, Inc. 
Mi Corp. Standard 
Buick Motor Co. Chase & Sanborn’s Coffee 
Chevrolet Motor Co. i an's 
Fisher Body Royal Baking 
ol i Royal Gelatin 
i Tender Leaf Tea 
Gillette Safety Razor Co. Oil The 
Glycerine Producers’ Ass'n Sta-Rite Hair Pin Co. 
Gold Dust Corporation 
Mary T. Bayer Aspirin ry 
a Tire & Rubber Co., ee eget 
Heinz Co., H. J. Oil Co. 
Holland Furnace Co. Union Oil Co. of California 
i United States Rubber Co. 
Hudaout, Ri Wander Co., The 
Hump Hairpin Mfg. Co., The Watkins Co., The R. L. 
ier, Inc., Walter Welch Grape Juice Co. 
Western 
Hancock Mutual Life ‘Whittemore Corp. 
Co. Wrigley Jr. Co., Wm. 
Johnson & Johnson Young, Inc., W. F. 


What $16,000 buys 
in The American Weekly 


A full page in color, more than twice the size of any 
other magazine page in the world; an audience of more 
than 5,500,000 families at a cost of less than 1/, of a cent 
per family; the attention of the entire family instead of 
a single buying factor. 


XUM 


LL LLL ELLE LE LLL CL LLL LE LL LL LL EE, j 
LLL LLL ™q™® LL DLDDAD DLL LLL 
iy 
ss ' 
| PRR sce Re ge 2 A a % : amanaae : 
. — bia age | ee) : 
: . oe aoe se — _— esas S i ‘be at ¢ eM beg a i 
ea é Pe es MARES Mien RIE ON SS. Oe SR, RNR Lt ata mmetaN ett le: Ait: i ee A hae FS ‘Se eee i, . 2 ie 4 ene 
— By oe See Si : a aecmesseunensuansnnananesantsaen ed Bie - fs i ay , ee re 
Ss, Bet i Be r ee ae i” — 
} ae aa ix a 3 ; R a - - cares . ; £ ee: af 4 
see 3 > = wa 6 % ge + é eg é : Pin 
ee SS . : ; § P Ss ae aie G 4 aoe 
ba * : a eee f d : es se : i ae ae [, 2 i 4 ii samme 
< Sa , be: Sie <a a“ as E 4 
Sie - sig” ee ™ he a 2 === 
4 4. aes PD Me. 2. 8 8=.Cl CC , 
5 See ( eG Sis A doo = hoe a b+ ~ Sh Gi 
ag Ge : i Oye 8 ey SA fe te < be £2 ; ec Oe eed 
eee ——— | ae ae et a OC me lt & acs 
\- sg es = he hie bk < wt * be # A fag ee ge, fof BS 
> Ts ay a % é fm LY? f 16 p. 8G sie ele, 
a S CRESS = ; % “ % — ‘ Pais ‘¢ id * % of fy es/ f° y Tal , ee ea Ne 
Se Sh FY Bx wl 42, te i t i y Y ee ; Oe Dae 
4 SS . 4 po ie : ae y = oi » q +7 ; / ‘ / o Pp } oe 
d ee ae oe ry! x4 SV 6 ( é £ - | ee 
fee , se & i" , oy 42 j * Zs. . cm. ees Wes eee i RD PS eo 
pe SEER pm: -. fis ’ 4 . Gi SF ge ae bes ee 3 ‘e 
n be . : SS | > 27 2 i ae 2 
Se ‘¥ Ee ge a es 2 < ce ie ? : ao a ie : me 
d eg : . 7 f FRAN 4 yy 7 Wye ee = = en re a . 2 } ee Hea : 
or tee ‘ : TN . S % as . ee. Lae oe — | $ Blot. - 
» aL ie W} . 0 aT \ _ -_= i — 7 § | See 
Se. ‘ 3 : ‘ y b xa 3 eee ; . - ee oud Bs: e Epes: ed on 
28 Fat Sed { hZ *@ } o> aE ; =o & ia ; : ae Pee & : : yi 
Ses « P ; i G hy 6 SS : " : eee oe = S ; a 
5 eo Sy } } iz ; 3 F a : 4 cme . ee eae # Bs 
- > f Z AN ; es vO . y igo fe pe : é | ae 
- be : XX. 3 § 3 me Cos ) ‘ Oe ke ie : Bi ae : ee te Fn 
~ . Ne . : i DAS Aye pw ie. i sak" 5 See aaa 
le ir i 3 ¢ a ee — : : > - BA ck 
D a YS i li - - —/ ae . ee Lo. : ees 5 ie 
ky 3 ¢ : ; ; ee ae H ea { ; i asi ae 
‘ to a 3 PEL): y ©) Boe ae Ea = Peru gh 
it : sé te ——————\ Y “oo (B ; A Ys ; . - ae 
3 = ; : gait ™ # ne 7 sti te 
1g ’ é ) commen ~ = Sage SH tly ‘ . f eS oo i. : 
. $ : = stay 4 * P Z ee a aso " " ae i caw 
mo Rae Sn 0, a 4 ae rs. N ig | ? : ys oS e Var eee * 
: y Ads (i a 4 eae : we og a tie 
“ : ot: Cp Bee. = ee 
3 . * . - Maas ci» 43 ; * chert oe Ne i: ‘ eo ae 
le- inn ow. “4 — wa ee Fs ae in J as” ; oe m poe 
/ FF - y = ox ; ~ ae Ee ae ita ieee F jie Sal : Se Be ¥ a c eat hae 
g ee > % “ fy ; a a uy ’ f x fh, LAA _ x ty! C eee e a x we ~ : a a best? acs 
ie } ‘oe 7 ‘ } de. eS Sey 3 . = : ee ‘plete ae 
Kye oe SS eS # ; rch om & a oy Psi ; Se. eee : Sema Se ae 
oo ees OEY CF; > a. Ge Se . © m . pi . es a 
sais we Se j ? y <i | aes Fae Pry, . ae. eas ‘ bs em es ito a 
ee «| ery Ae S lala) 2 ye . an ™ * Se Mii: 
ram ia tthe a . , ——— Oe ee ¥ #2 or hb a. —— Pa en ES nr 
‘ 3. = Sai : > A n 5 x hs : 2 SRE ae Ames <3) ee ae 
Dc. Veoeeee ep 2. a ee) LO dhe —_— & & | okt 
H fue CNS =F ee > , Ra > ee cs, mt SS ia con eee ‘ as Ba ee ke eee sii 
8 : " ey A es pe, ay = OF 3 i , al “= = eS age a Se Shia Fa nie ay Fane ee 
e § ae rt seq “ “y —————, =. 8 2s ra a e ie ~ Po US Ree i. i ee ees dee eit i 
a Je ised poe Of Se pe ce ge ay ‘4 i  UCUmlm— ares 
: Mae — Bly ae , ary ok eS Se ee bs A tee ce ane 
Pe ee Lee ens : . ; e.. se i Se ar Gane oh ese: 
re SSE rece ese pee at PN : — é Se Snr: i, ‘ = : ee : : : re 
onl ig Mme Sea = AE) 4 airs a Ca me egtn at ees & re et 
nal si on. ks ate canoe %< Ss f; u ta ' CE le ; 4 a OE Pere eer Paice. ae we: ie pi 
eee lr ie as , ¢ | come : ‘ gh! o 3 eee rae ieee 
of ; GAr per a en 7 1 SNE af i ; be ie 4 pees ae #. nn Tee) eet os Bae 
nc., ee e : rs 4 7; Oe . a ae : : : — pe i : i aa 
. : : ‘ tes 2 XN ee dere :  & : oe : feeds ip iy ee 
the i | emery ea mat ees, eee = ya Ss ya one ae oe : Ss dig Caeeteerceniiereeereeee eae 
ea tik yee retey eo ee Fe yi a, Tbe: ©, ‘ ae Fy Pe Pieters he By = = a . eer , fe 
e8- wig oo F< ~ Set ere ee sities 
de- ae ky areas me Ae) et a es i od - ia 
a % ie SIT, 4 *e e rea F a) R aa ; Stare ann Ske 8 i i mus 
las- Sug ee = 4 PA ae ee a eee ee fs iia 
lur rie es Vk" er rs - = 
o “i ; & pal wen J Bae a » F, , - + : So = 
; : coe ae ‘ OT se P, j : a 5 Lk eee: 3 7 
j ) ae vi ¥ ~~ . (| ae ye ae Se << ee. SE a ; 
nto or a aa NY Seles “¥ L i a Reece. ¥ ; : 
ales be . : ’ ~~; gi . te . Bee 
“ed e “4 oe a a \é - << Poy : - DS = eS . = PS 5 
ae, rs ¥ Le ome P = é Y ol Se ks : 
ng- —~ ‘ ie _ « s os 
OW,’ 
ere a 
that 
r 
rtis- 
and 
‘ 
pi Po 
nat- 
sent ee 
ring pe 
ains 
, no 
ated ; 
duct 
than 
orce 
and 
1 be 
iral — 
eee 
use. 
fer. 
ee Woe: 
OD 
on a — 
7 : me E ace q Panes Lin a - q tee P ieee oe “i Si LY losay Saad ae Sa oe ea ie bis or ee — ae ele Rafe = La i- Pee pica 8 iy ee ; Pa ‘ - ° 
eee ee eee es Cre ee rt at nk eely ete 2 vole nn aie SP arti he ge fe BOISE Naa ental AR TLME LE bec eaay <pe a ene a es als Ut deans a) Siege I atta Sy Ted tee Fj 
ae oe I 30 aes pee eat eee ORE er oe eal Trea poe be tira Bae Te nee eee ka ee Senate ON ae habia te Cae 7 ne SSE ES GT REAR BN tay ny OA eae eR alee eae hel Leet EMERY Ta ame Bp Gun Vou, Sele 9 ell an ae cule Aap peed: “hate RRS AT EME ge im Conch oka = ind S Pago iO 2 ang ve bs 
io Be ee ete oie oe ear ees eee eta a aie ee MS ‘i ins Ria neem me Si seh Sie eee re Be eT Ca sf nr RR ie lB aera eaene se Ee eae eee ee es oP 6 ene 
oe 3 Tosti ager amie Sean ey ice T% Reena) ra ges aes Me ai oh Paver eemae a rey eras. 16 UL (a1 te, SNS, Se Pema TReR Neae 7 SA ey roe Se Aes eae Se ‘ i ees ie ie Nees ; ; ae ot Breer St tay, 4 a 8 one ee reg, - ‘ 
pe Br ee a ee es se gate ce Rae err aeons ed Bee 4 A RRS Te i fag uh po lewin ck pe Rem RNG Ee eerie Mion ne eae PR ro” A Sapna teenie TI 7A oie reo eta eae eee ee acres oe TN sR <a Ree gg een er ee Ee Beg eee anyon pra aa aed gy Wey Fate 
Pete timer ite Men. Oe ee ee ee graven aimetlye 7 Aman dh Sergi re eee Seeger reh eS na A. GEO BIE Si 2 PR agai als, Scan erie cena Sok A! ne ON Me RUE Era oe, tte ee Oe ee ieee eet | ye oh) +.° UN eg atten ee BP aC A eM a MOS Em TN eh ara, 


ADVERTISING AGE September 30, 1935 


wa ¢ . e , | oie hg we... 

: | t BW Ton Fee fhe @ ioe ber my \ 
.¥ dh : q CIGARETTES & CANDY - | | | t = oS aa #4 TOILETRIES COUNTER ie 
a he —_= i} a (GG. » a a % 

— | | | . ‘ea 
-\ i) 


Yes! 
Heres 


o/* 
BO, @ Proof 


Out of the 42,000 druggists in America which 
command a credit rating, 34,781, or 80%, regu- 
larly sell Fawcett Women’s Group magazines on 
their newsstands. And you know druggists don’t 
give valuable newsstand space to magazines un- 
less they move. 
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The Kind of Results Drug Store Advertisers 
Get from FAWCETT WOMEN’S GROUP 


THESE MAIL-ORDER DIMES 
FOR SAMPLE LIPSTICK ACTUALLY TOTAL 
63% MORE THAN OUR AD COST US! 


any drug-store advertiser will ob- 
tain, when his product can be 
picked up on any trip to the drug 
store. Here’s more proof of the 
results this magazine group gets, 
among the young women who are 
the best drug-store customers. 


63% more than the cost of the ad 
in dimes came in to Tattoo, Inc., 
when they offered a sample lipstick 
for a dime. It takes time and 
trouble to mail a coupon and a dime 
—decide for yourself the response 
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406,000 CIRCULATION BONUS 


Maqazine Group Which Is Featured By 


Best Drug Stores In America! os 


$8.50 Per Line Now Buys 2,000,000 of the YOUNGER Women Who Are 
Best Customers for Cosmetics ... Drugs... All Drug Store Products 


IGHT now $8.50 per line buys two million 
circulation, guaranteed, in Fawcett Women’s 
Group—406,000 extra circulation, when com- 
pared with the rates and circulation of the six 
women’s magazines which, averaging 2,178,817 
circulation, charge an average of $11.62 per line! 
But this smashing “bonus” is only half the 
story, as far as drug-store advertisers are con- 
cerned. For this 2,000,000 circulation is literally 
the pick of drug stores’ best customers—the 
young women. 


Your own druggists offer convincing proof. 
They know what their customers like to read. 
34,781—or more than 80% of the rated drug- 
gists—feature Fawcett Women’s Group Mag- 
azines on their newsstands. That is why Faw- 
cett Women’s Group readers are good drug store 
customers. 

And don’t forget—this magazine group delib- 
erately selects young women. Young wage- 
earners and wives of wage-earners—the biggest 
buyers of beauty items. Young mothers, learn- 


Fawcett Women’s 


NEW YORK, (501i BROADWAY 
LOS ANGELES, 536 S. HILL ST. 


MOTION PICTURE » MOVIE CLASSIC * HOLLYWOOD » SCREEN BOOK * SCREEN PLAY - TRUE CONFESSIONS * ROMANTIC STORIES * ROMANTIC MOVIE STORIES 


FAWCETT PUBLICATIONS, Inc. 


CHICAGO, 360 N. MICHIGAN AVE. 


ing buying habits—and spending the family 
drug money of hundreds of thousands of fam- 
ilies. What a market for every drug-store item, 
from lipsticks and soap to cough medicines— 
aspirin—moth flakes! 

Investigate this tremendous market while you 
can still reach it at this amazing low price. See 
for yourself what a 406,000 bonus can do for 
you—especially when it is concentrated in a 
field of known good customers. 


Group 


MINNEAPOLIS, 529 S. SEVENTH ST. 
SAN FRANCISCO, 1014 RUSS BLDG. 
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BOND CAMPAIGN 
MAKES APPEAL 
TO PATRIOTISM 


(Picture on Page 43) 

Washington, D. C., Sept. 26.— 
Adorned with the Stars and Stripes 
and decorated with a_ well-clothed 
American girl holding a U. S. sav- 
ings bond in one hand and a cash 
box under the other, the Washington 
monument and the dome of the capi- 
tol rising from out of the clouds at 
her feet, full-page copy in national 
magazines this week inaugurated the 
Treasury advertising campaign for 
its “baby bonds.” 

As reported in ApvERTISING AGE of 
Sept. 9, the schedule includes Col- 
lier’s, Liberty, Literary Digest, Sat- 
urday Evening Post, Time, and 
Today. The first of the advertise- 
ments appears in the Sept. 28 issues 
of the Post and Today, and in Time 
for Sept. 30. Copy will be run in 
each of the six magazines during Oc- 
tober, November, and December, with 
one insertion each month. 

Supporting the national advertis- 
ing, the Treasury is sending to all 


post offices offset reproductions in 
colors of the advertisements, with the 
suggestion that these be placed on 
bulletin boards. 

“The campaign not only includes 
the large display for post office use, 
but also two booklets, likewise 
printed in colors. These will be sent 
in answer to coupon requests from 
the advertising, and will also be used 
for other direct mail purposes. 


Booklet Used 


A booklet which fits the ordinary 
envelope will be offered for use by 
firms willing to cooperate. A letter 
from the Secretary of the Treasury, 
Henry Morgenthau, Jr., is featured. 
A printed return envelope addressed 
to the Treasury is enclosed. This 
envelope is marked “direct-by-mail 
order form.” The booklet invites 
sending of a post office money order 
or personal check for the purchase 
of the bonds and for registering them 
in the name of the purchaser. The 
bonds are not transferable. 

The campaign marks the entrance 
of the government into the paid pro- 
motional field for the first time since 
the World War. At the close of the 
war paid advertising space was used 
in the disposal of surplus war ma- 
terial. 

Advertising in the weeklies is in 
the nature of a test. If the campaign 
is successful, it is planned to utilize 
other mediums. 


James W. Bryan, of the Treasury 
Secretary’s staff, is in charge of the 
promotional activities. The advertis- 
ing is being handled by Albert Frank- 
Guenther Law, Inc., New York, and 
D’Arcy Advertising Company, St. 
Louis. 

Appearance of the initial adver- 
tising raised a storm of protest in 
financial circles, where it was con- 
tended that the phrase, “In ten years 
your investment earns 33144 per cent,” 
violates the advertising regulations 
of the Securities and Exchange Com- 
mission, which apply to all flotations 
by private organizations. 

SEC has no control over advertis- 
ing of the Treasury, officials of the 
commission have pointed out. Treas- 
ury officials have refused to attach 
much importance to the protests, and 
have indicated that the advertising 
will be carried out without interrup- 
tion. 


To Benton & Bowles 


Richard C. Dunkel has joined the 
media department of Benton & 
Bowles, Inc., New York, as assistant 
to A. M. Lewis. For the past eight 
years he has been head of the media 
and research department of Geyer 
Company, Dayton. 


On Distaff Side 


Formerly with Esquire, Phillip An- 
drews has been made promotion di- 
rector for Mademoiselle, New York. 


THERES 


GOLD 


IN THEM THAR BEANS. 


(CHOP SUEY SAUCE TO YOU) 


lowa's farm income, 


estimated to be in excess of $500,000,000 this year, 


is usually thought of in terms of hogs and corn. There are lots of other 
income-producing crops in lowa and here is one—soybeans. A good crop 
of soybeans will yield a return of $18 to $25 per acre. Just one more rea- 
son why the prosperous farmers in the Cedar Rapids area are buying. 
lowa farm income is up 36%. Retail sales in Cedar Rapids are also up 
36%, a happy coincidence which serves to emphasize the truth of the 
Gazette's slogan, ‘Blankets lowa's Richest Market." 


FREE LESSON IN AGRICULTURE 


Just skip this if you know all about soybeans but here are some quick facts 
for the inquisitive man-about-town who has always thought of soybeans 


as something the Chinese make 


into chop suey sauce. They are also an 


increasingly valuable crop in lowa where the beans are separated and 


preeeee for oil. 
iH i! 


Soybean oil is a drying oil and is used extensively in 
id 


paints, | q 


since it is edible it appears in butter substitutes and salad oils. 


, tubber substitutes, soap, plastics, and 
Soybeans 


are an important food product, a common use being bread for diabetics. 
In all, soybeans have been used in the manufacture of some 119 industrial 
products and in the preparation of over 200 different food products. 
Soybeans yield about 20 bushels to the acre and the plants provide excel- 


lent forage for stock. 


A soybean crop also restores the fertility of the 


soil as it gathers free nitrogen from the air. 


"BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 


New York 


Chicago 


Represented Nationally by 


ALLEN-KLAPP-FRAZIER CO. 
Detroit 


St. Louis 


PLANS FOR 1936 
DODGE PROMOTION 
TOLD TO DEALERS 


Economy Is Feature of New 
Model 


New York, Sept. 25.—Within the 
next week or two, Dodge motor car 
dealers throughout the country will 
receive dangerous looking red kegs 
containing, as “explosive” contents, 
all the necessary sales promotion 
material and data for selling the 
1936 Dodge. 

This was announced late last week 
at a meeting of several hundred 
metropolitan New York dealers at 
Hotel Pennsylvania where the 1936 
car was unveiled. Toward mid-Octo- 
ber, the first newspaper advertising 
will appear in the form of a prelimi- 
nary “smoke up” leading into the 
announcement copy to appear early 
in Novemher at the opening of the 
New York automobile show, which 
this year is to be held some two or 
more months earlier than formerly. 

The New York gathering was one 
of 32 meetings in the last few days. 
The first was held in Detroit last 
Wednesday, where on the first day 
6,400 new cars were ordered. 

Two motion pictures were shown 
to assembled dealers. One showed 
in detail how Dr. Andrew Ryan, re- 
tained by Dodge to study auto fa- 
tigue and its effect on safety, con- 
ducted his tests during the past 
year with five competing automo- 
biles which ran up 80,000 miles each. 
These test cars also recorded facts 
on engine performance, gasoline and 
oil consumption, etc. The other film 
illustrated selling methods. 


Claims Economy 


One of the featured claims of the 
1936 Dodge will be its economic fuel 
consumption. Red gasoline barrels 
are stacked in sets of six to bring 
out the fact that Dodge cars get 
three to five miles more on a gal- 
lon, amounting to many barrels per 
year. A slogan is “Dodge owners 
report 18 to 24 miles per gallon.” 
The new Dodge is called “the beauty 
winner of 1936.” 

A. VanDerZee, Dodge _ general 
sales manager, speaking at the New 
York meeting, predicted a coming 
period of great prosperity and 
quoted various business indices to 
support his contention. During the 
first eight months of 1935, he said, 
Dodge deliveries gained 90 per cent 
over the same period in 1934, or 
about twice the average for the au- 
tomobile industry. 


New Liquor Catalog 

“The Wine & Liquor Year Book,” 
a directory of the industry, will be 
published Dec. 1 under the sponsor- 
ship of the National Wholesale Wine 
& Liquor Dealers Association, New 
York. Horace I. Bowne, formerly 
publisher of Bowne’s Wine & Spirits, 
is editor. 


Death Takes Fortlage 

William B. Fortlage, whose ill 
health forced his retirement as busi- 
ness manager of Cincinnati Commer- 
cial Tribune in 1927, died at his home 
in Cincinnati, Sept. 14. He had been 
associated with the Commercial 
Tribune for 28 years. 


Urges Eating 
Of Bread for 


Beauty, Health 


Omaha, Neb., Sept. 26—A new 
achievement in scientific baking— 
“The Beauty and Health Balance,” 
has been announced in full-page two- 
color advertisements in Omaha, 
Milwaukee, Indianapolis, and Colum- 
bus, by the Omar Baking Company, 
on behalf of Omar “800” bread. 

Copy claims that the new bread 
contains 800 per cent more calcium 
than ordinary milk-free breads, “and 
that the calcium is blended and bal- 
anced with eight other natural food 
ingredients. The new bread, copy 
states, is “bread balanced within 
itself just as a diet is balanced.” 

The company makes clear that it 
does not suggest, “Eat Omar and 
grow beautiful,” but emphasizes that 
in the new bread “lies the soundest 
of foundations for the physical 
health of which ‘beauty is the 
flower.’ ” 

Eight “priceless possessions of 
glowing beauty and health” are 
listed and _ illustrated: gleaming 
white teeth, clear, glowing complex- 
ion, sparkling eyes, luxuriant hair, 
strong sturdy bones, improved di- 
gestion, robust, vigorous health, and 
calm, peaceful nerves. 


Falk, Milton Join 
The “New York Times” 


Max Falk and Joseph Milton, both 
connected with New York newspa- 
pers for many years, have joined the 
New York Times, the former as 
manager of real estate advertising. 
Mr. Milton will have charge of seeds 
and nurseries advertising. 

Thomas J. Roche, with this paper 
for several years, has been placed in 
charge of resort and travel adver- 
tising. 


Heitkamp Promoted 


Frederick B. Heitkamp, who joined 
Lyon Metal Products, Inc., Aurora, 
Ill., in July 1934 as general sales 
manager, has been elected vice- 
president in charge of sales of that 
company. Before joining Lyon Mr. 
Heitkamp was vice-president of Cin- 
cinnati Milling Machine Company. 


Uses “Christian Herald”’ 


Although Firestone Tire & Rubber 
Company is returning to general na- 
tional magazines in October for the 
first time this year, the company has 
been using a regular schedule in the 
Christian Herald since August, J. 
Paul Maynard, advertising manager, 
has informed ADVERTISING AGE. 


Chicago Adclubbers 
Plan Golf Tourney 


The Chicago Federated Advertis- 
ing Club will celebrate “golf day” 
Wednesday, Oct. 9, at White Pine 
Golf Club, west of Chicago. 

A day of golf and a dinner are be- 
ing made available to club members 
at $2.50. 


Offers to Loan Pianos 


F. A. North Company, Philadel- 
phia, is offering to loan pianos to 120 
responsible families without charge 
or obligation, in a local newspaper 
campaign. The loan offer is designed 
to create greater desire for these in- 
struments. 


Clare Heads Publicity 


Burns-Hall Advertising Agency, 
Milwaukee, has opened a publicity 
department for its clients, under the 
direction of B. G. Clare, former news- 
paper man. 


Yfope = 


—the Champagne of 
newspaper advertising. 


Metropolitan. 


CircuLaTion 


‘Weekly 


@ Advertising Offices 
NEW YORK e CHICAGO 
and SAN FRANCISCO 
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28% More Farms, 62.8% 


Less National Farm Paper 
Circulation in 


OKLAHOMA and TEXAS 


According to the preliminary releases of the 1935 census, 
Oklahoma and Texas now have 724,756 farms. This is 

2.8% greater than the number of farms in the five states 

of Minnesota, Wisconsin, Nebraska, North and South 

Dakota. Yet National Farm Paper coverage in Oklahoma : 
and Texas is 62.8% less than in the five northern states J 
listed. 
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On any exclusively national farm paper list you will find 
Okahoma and Texas suffering a decided undercoverage 
in comparison with other groups of important agri- 
cultural states. 


There is only one solution to this serious undercoverage 
problem ...a solution which has been found simple and 
effective by many advertisers who have given careful 
consideration to the situation. That is. the addition of 
The Farmer-Stockman to your list of National Farm 
Papers. In so doing you are adequately covering a farm 
market which is today enjoying an income 67% ahead 


of 1934. 


The FARMER-STOCKMAN 


OKLAHOMA CITY OKLAHOMA 
Now more than 224,000 Circulation 


Covering Oklahoma and North Texas 


nea ’ = E , 7 ‘ 2 5 ‘ me 4 ais ‘ Sie ene seein E 3 
eee 
7 
id + 
SU LAD TRL, 1/7 Up _ 
6 / % 0 oe “ a aii _ © 
° ~f'. | p ; 
6 4 Y | nn f — 
U 0 0 | rea | 
‘ ? 
( ‘hy eee 
. ‘pp - 
North{Texa (in i Hl | 
1 a) a) , 
DARIN TT Mi 
IAA i i a 
AMAA gy 
a - 
x Be I a a es 6 his AR ee Rs a, ees 3 : ‘ ‘ | 
te a SO é 6 si > ‘ ' 
ee bh \ : 
ter treresiyae 9 egy heer ibe AGM Bet ps OTT vn | | | ll : 
Pe es 30, Dee ee gh Pee er cy GRR Res eer 
thane PROT yr Lee EE, Be OE ee te ca eee a 
; Ky * at ee 4“ . a m ‘e. ee Ae \ - Np Nah A ; es sy r 
sie 4 ‘ye — ak a alata ; Pa : . 5 
ripe ti yo ig ONT seth Be Vee a Me Fe? Sy aos ae ee 
| ey : 3 Hi 2) oh ‘=e wm, iy A tat a Le oe ; ‘. erp cE 
te ie Vv. Shed “a9 ety, > a Core wee g .9 5, Say Neted ae 
“,* = «” ye yA aes 4 ‘ a ty tr ‘S.A, * eae Se . 4, x4: ‘ aes ay eee 
| ‘ta og Pe i} ee haere : aera 4 Lag os a 
SCR Ae RSE” Mp oo ae on a 
| bee i ne Labi See SEA Pata. ea 4 4o ee 
‘A . - aw, ry . ow 
“« * ’ rc at wr w >» « +, Ay . ey, 
, + @ “ » + - Ae a le et os , Lm we YY ee f 
o, Ly > 4 ‘ e or * t ¥ 3 ‘ aM, , ‘ 4 : avg | 
, . . ' i s - § ’ - * Z : 
4 ’ %" », \ "ae. be ae a. » 4 ; i. Se au Pes 3 ‘ he, om 4 res 
ow ey “~ , 7 ; Pa\/ < s Peery 
. <€s ge a» 4 a “ . 4 ’ ya . & Fi j ga te Tiel 
# a if & BY e : ¥ > = 2 = apices 
, i.) Ps ke, a ae . i 4, : . ip 2A Seating 
Se ri ? ~~ t SP). : eg ia: a ae 
3 ee: Bey OF ng ane “ | pe 
: s 4 ‘ ol Toe | £ P aN the § “a? ny ms ‘ *” igre a stir 
ws ¥ * ‘ $ ~~ We P Sa ¥ ; + ea FF aI ‘ aa s 
laws oe h Ag. 3 lait <1 ea a ati 
3 " Bit aye ; + a “= » _ * ‘ Mi or 
rT ae: ee OO FR BE ae: 7 oc Naiies 
L- » fag hice . %, ‘ _ fi s oe Bi a 4 me. % ~ 
ea a a 
° aS ee © ee a : 
‘ —— a. & dat. 2 — : 
s om a ; 2 
ORS ie : Pegs ea ee Ste operas sapere a 
n ee : ey oe Me heres od 
| ary « Eonar te 
Ee Q ‘ 3 : 2 a5 Nea 
oe Ne oe aoe 
od 4) SOR a es ee si a 
a, ™ ; Cg jie ea 
- ee eee Pog vi 
e- Maia “tac : ma Sages < le 
“ : : ; : fe NES ad ae ne 
n- : . oe sie 
oe ’ se : ‘ heats 
bh ae *] ast uit . “ha oes oe 
* +e ,, : fete ees 
er et Besa 4 4 ete : <> rf ewes: 
1a- ee x a Cie. «oes oem 
as 0° Ve oo Se ee HP. KS i 
he CE OE 8 BS) 
5. Vg ih ——ae 3 1 Be ae © 
er Ke, As - or Sia: Jes ayer, \2 at Song 3 
sal SR ie ae . bi 7: oe i. ts ae 
rp.” pe. le ee 4 . . ah ' A, vy) co « 
~ <a 3 : & oe ee - ee a 4 SSE . 
54 > yy oo Li a a , ee a? s ¥ ‘ Ms ee 
tis- H oo 4 ie rt km: ! Us b a aaa. 
ne % , Pw ene ey <a “ 4 ee 
| en | C7 atin GQ IS Seek 
: Fee ft “j . er a oe ae ae * i = S 
be- . oy | 4. ‘B be} Je bem 2 qe geoil “SS oom Ee) Cae 
ers - ( 4 p> "Gm ; as 4s 
4 Liat ; = Soe y > 
pe : - : Bae | 2, \ ‘4 | ae . ro = ~ % 
‘a Pie. Wa RO EC AS 
"120 SS sie. ee8 Noy ee x | 
es & x ~ ee ee ey. — i ae B z 
irge . scchaliaien] & ie, orf yg et Co S é F = _—, yA .& 
per 
ned ee 
, ge 2 —— } SS ce oe BS 
Y a a DTT Nea 
y eas “aie 4 
ao. oa Le 
ncy, og an CM Ae : 
icity EE 
the TE ae. 
ews- Uf . = i EES SEs man 
) Co nae ge 
} es RAPA aes eel 
a Le are mas 
—= ee ee 
: ee: Se eet. 
Pe. + Cosatege 
Bey. gh ce Shag e.. 
Rt eee ; 
ee _ SURE PS ae 
Pex i ce . SS ete. 
f a = Sou EST ae 
7 3 ee Pion ae 
° : 3 * oe); op Fay top noe 
ing. : ii =e am Me oe 
; SES toe Reds SRE OS aap 
ee a ' ir %. i pid +. RR cP a 
fae a ree Pee pe Be 
| Mh, j cnigehs' oN 2 MMB SS, oe ake 
= Bek 26 Sage ete Tega ey! one us REST ee 
RS tag Ree eee Oe Se Be ieee lt... ky pris: Saat Fee 
yY Phas fas oo eg NG ae 3 Pst} Ri iake Av oan oa Takia bth ne = 
WS oi a body A een dete, = L = BF = ey 
oS oe” te aaa aoa py eet: bgt Sts 
‘ id 2 F 5 BBR y : RS Sa SS ee < y 
Wetese aX z\e - or yh oe FRR alate LE EET e 
ts > pee a i 
4 4 yy » “a tie Sia tt # ae Sa 5 30 
isco a weft Nae es ee, Ae EE tii Sk uae” ag pees x. 
z . i a ee Cae at ee ROT arene be me Se A ee ae eS SEAS ap pa aac z Be Pe hs ees oe Sees oe NE Sheu IE ae 5 Lee le ee ) ee A kee eee | oan ae ae De hee eae Sie wieeeee: © < i _ 
ee ee A a Pe ee eae OE mer Or cen mr ee 
Sapa neces. tee PRS Why cd Senne el ae oe ee ee Be il ae chang ea Dad cecal Che uae Pk eee Oe eee? er Ve PS 
Blt Ci er reek is ae, vee Co ee eee ee ieee Per ab errs eo? 6 rose eee tors ee a GENS I EWR Ser 2 See ne ee 
Reyna rr fat” 5 RM eee ek Ur ee Te ere Ine Ben ee me eC yo eee hes tear eee oe or etary Sas eee aT A oe co Sy 
2a ae ep MRE ims Ge ps ee TET Sat Oe eee Ree os BER are Fancy ce oS 


ADVERTISING AGE 


September 30, 1935 


“ABC” TRAILERS 
LURE HOUSEWIFE 
FROM HER HOME 


Peoria, Ill. Sept. 26.—The “dis- 
play car trailer” idea of Altorfer 
Bros. Company, Peoria, for present- 
ing the complete line of ABC wash- 
ers and ironers in neighborhood 
showings, has proven an outstand- 
ing success as a sales stimulator. 

Since March of this year, nearly 
fifty trailers, de luxe traveling 
showrooms, have been placed at the 
disposal of distributors and dealers 
of Altorfer products. 

“This new method of merchandis- 
ing household appliances has ‘caught 
on,’” Jos. H. Wiley, the company’s 
advertising manager, stated, “and 
some of our distributors have 
termed it the ‘hottest’ promotional 
plan ever instituted by any manu- 
facturer.” 

The ABC trailer hooks on to the 
rear of an ordinary car, and accom- 
modates the complete line of wash- 
ers and ironers. The distributor 
calls on his dealer, and the two 


then drive around the city broad- 
casting music and announcements 
from the car, which is equipped 
with a public address system. 


Lures Visitors 


“Housewives hearing the an- 
nouncements come out of their 
homes, and, of course, the trailer 
stops and they are invited to come 
aboard,” Mr. Wiley pointed out. 
“Many prospects are secured in this 
manner and future demonstrations 
arranged.” 

“Dealers, as a rule, advertise the 
coming of the ABC trailer in the 
local newspaper a day or so pre- 
viously, preparing the people of the 
community for its arrival.” 

The special promotional method 
has been a great means of secur- 
ing new dealers and holding old 
ones, distributors have informed 
the company. 

Newspapers, magazines, business 
publications, radio, trailers, and 
sound films will be used for the fall 
advertising campaign of ABC wash- 
ers and ironers, Mr. Wiley said. 

Upon his return from a four 
weeks’ tour of the Middle West, the 
Altorfer advertising manager re- 
ported decided improvement in 
farm buying power. 

Altorfer has just announced two 
new farm washers equipped with 
Johnson Iron Horse gasoline en- 


gines, with which the company ex- 
pects to capture a large share of 
this new rural market. 


Not with Chasers 


The information regarding Chas- 
ers, Inc., which was supplied to 
ADVERTISING AGE by that company 
and used as the basis for a story 
in the Sept. 9 issue was misleading 
in one particular, according to V. J. 
Thill, vice-president. The story im- 
plied that James R. Davis is Chicago 
field sales manager, whereas Mr. 
Davis is actually connected with 
Chicago Elevated Advertising Com- 
pany, in which capacity he has been 
aiding Chasers, Inc., and other firms 
in their Chicago merchandising ac- 
tivities. 


Organizes Tannery 


Nicholas J. Schorn, for many 
years an executive of Carl E. 
Schmidt Company, Detroit, has ac- 
quired control of the tannery, dor- 
mant since the retirement of the 
late Mr. Schmidt several years ago, 
and reorganized as N. J. Schorn 
Company. Advertising is being 
placed by Lee Anderson Advertising 
Company, Detroit. 


Pearlman Joins Central 


Max Ben Pearlman, formerly with 
H. L. Stedfield Company, Inc., has 
joined Central Advertising Service, 
Inc., New York, as head of plans and 
production. 
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AST in OMAHA 


FOR OVER 25 YEARS 
LOCAL DISPLAY 
W. H. 


2nd Paper 
58% in World-Herald 
42% in 2nd paper 


GENERAL DISPLAY 
== 
64% in World-Herald 
30% im 2nd paper 
CLASSIFIED 
4 — 
aper 
7 of every 10 in the 
World-Herald 


OMAHA 


Huge Demand for New Homes 
Local Purchasing Increased 


The eyes of the country are on Omaha as hundreds of new "salaried" 


families are being transferred here. 


The Union Pacific is transferring 275 out-of-the-state Auditing Depart- 


Rented homes are at a premium! 


ment families to Omaha . . . the HOLC, 40 new families . . . N. W. Bell 
Telephone Company and others, additional scores of new families. 


New homes are going up rapidly! 


Retail business is greatly increased! Everybody is happy! 


Today, as for 25 years, you can reach more Omaha families, more effectively, at lower 


2nd paper. 


OMAHA 


| WORLD HERALD 


Circulation: Daily 126,155, Sunday 123,512 
O'MARA & ORMSBEE, Inc., National Advertising Representatives 


milline rate, when you advertise in Omaha's leading newspaper, the World-Herald. There 
are 96 World-Heralds sold every day for every 100 families living in Omaha—85%/, covered 
by carrier boy alone! Carries far more local, general and classified advertising than the 


OIL COMPANIES 
BEGIN CHICAGO 
HEATING DRIVE 


(Picture on Page 43) 

Chicago, Sept. 25.—Major oil com- 
panies have joined hands with in- 
dependent distributors of oil in 
launching an extensive cooperative 
campaign to tell householders in the 
Chicago area of the economy and 
convenience of oil heat. 

The drive will utilize large space 
in metropolitan and suburban news- 
papers, outdoor advertising, direct 
mail, and radio. Full pages in color 
will be used in the Chicago Tribune 
and the Saturday Home Magazine of 
the American. The campaign broke 
yesterday with a page in the Tribune. 
Dominating space in black and white 
has been scheduled in the Tribune 
and News. 

Frank E. Spencer, head of Spen- 
cer Petroleum Company, and pres- 
ident of the Burning Oil Distribu- 
tors’ Association of Chicago, the in- 
dependents’ organization, some time 
ago wrote executives of all compa- 
nies in the business here. He 
stressed the merits of joint promo- 
tion of use of oil as fuel as com- 
pared with each company’s promo- 
tion of its own private brand. 

The Chicago Oil Heat Committee 
was then organized, with Mr. Spen- 
cer, representing the independents, 
as chairman. Other members in- 
clude representatives of major oil 
companies. 


Will Spend $50,000 


The co-operative campaign is be- 
ing financed through assessments of 
one-fortieth of a cent a gallon from 
participants. McCann-Erickson, Inc., 
was named to handle the campaign. 

Backers of the oil heat promotion 
have expressed confidence that a 
$50,000 advertising fund will be 
raised to further the campaign in 
the Chicago area this winter. 

Spot announcements of from 50 to 
100 words will be made over WBBM, 
prior to the “Musical Clock” morn- 
ing program, and over WMAQ, im- 
mediately following the “Amos and 
Andy” broadcast. 


Burner Companies Help 


Oil burner distributors have tied 
in enthusiastically with the oil dis- 
tributors campaign, ordering more 
than 100,000 copies of the booklet, 
“Low-Cost Automatic Heat,” for di- 
rect mail use. 

On the page opposite the commit- 
tee’s advertisement in the Tribune 
yesterday appeared advertisements 
of Williams Oil-O-Matic Heating 
Corporation, and Automatic Oil 
Heating Company, Chicago distribu- 
tor for Timken Silent Automatic Oi] 
Heating. 

In the meantime, the local battle 
for the fuel dollar continued to en- 
gage the attention of gas companies 
and the Chicago Coal Dealers Asso- 
ciation, both camps using large 
space to herald the merits of their 
products. As in the past, the coal 
dealers’ advertising hit directly at 
gas, copy being built around testi- 
monials from dissatisfied users of 
gas. 


Named by Fenger-Hall 


Dutton O’Brien, formerly circula- 
tion manager of the San Mateo, Cal., 
Times, has joined the Los Angeles 
office of Fenger-Hall Company, Ltd., 
newspaper representative, San Fran- 
cisco. 


Knoblauch Makes Change 

Theo. G. Knoblauch, formerly of 
the Al Paul Lefton Company, has 
joined the Philadelphia office of 
Story, Brooks & Finley, publishers’ 
representatives. 


Joins Reese Agency 

Eleanor O’Malley, formerly with 
Women’s Wear, Elizabeth Arden, 
Vogue, J. L. Hudson Company, De- 
troit, and McCall's, has been added to 
the fashion copy department = of 
Thomas H. Reese & Co., Inc., New 
York. 


Braddock Heads 
Second Schenley 
Sports Jubilee 


Chicago, Sept. 27—With James J. 
Braddock, heavyweight boxing cham- 
pion, as the headliner, Schenley 
Products Company held its second 
sports jubilee at the Chicago Coli- 
seum last night, with 15,000 liquor 
retailers as guests. The first Schen- 
ley “Night of Champions” was re- 
cently held in New York and others 
are scheduled for the Pacific Coast. 

While the sports jubilee was orig- 
inally intended as a gesture of ap- 
preciation to Schenley distributors 
and dealers, the Chicago affair re- 
sulted in a large volume of more or 
less valuable publicity. As a result 
of the decisive defeat of Max Baer 
by Joe Louis, sports reporters were 
on hand in large numbers to greet 
Jimmy Braddock on his arrival in 
Chicago Thursday morning. Schen- 
ley had already arranged a gigantic 
parade from the La Salle Street 
station to the city hall, where Mayor 
Kelly had consented to greet the 
white hope, and the pageant was 
viewed by thousands of spectators. 

Braddock’s contribution to the 
sports jubilee consisted of referee- 
ing a wrestling match between Jim 
McMillan and Jack Smith. The re- 
mainder of the program consisted of 
six boxing bouts, 

Schenley claims considerably 
more than 50 per cent of the total 
liquor business in Chicago territory, 
and the show last night was in the 
nature of a tribute to the dealers 
who made this record possible. 


Hold Insurance Meet 


The fifth annual Mutual Insurance 
Advertising-Sales Conference will be 
held at Des Moines, Ia., Oct. 7-10, 
concurrently with the National Asso- 
ciation of Mutual Insurance Com- 
panies and Federation of Mutual 
Fire Insurance Companies conven- 
tion which is being held at hotels 
Savery and Fort Des Moinegy; +, 


x" 


Issues Market Study 


Domestic Engineering Company, 
Chicago, publisher of plumbing, heat- 
ing and ventilating publications, has 
issued a new brochure, “Making 
Your Product Easy to Buy in the 
Plumbing and Heating Market,” 
which analyzes the size and extent 
of the market, and contains useful 
information on how to cultivate it. 
Copies are available on request. 


Financial to Osborn 


Guy S. Osborn, Scolaro & Meeker, 
Inc., Chicago, has been appointed to 
handle financial advertising accounts 
of St. Louis Globe-Democrat previ- 
cusly handled by the late Charles H. 
Ravell. General accounts of the 
Globe-Democrat have been handled 
by the Osborn firm for many years. 


“World-Herald” Is 50 


The Omaha World-Herald cele 
brated the fiftieth anniversary of its 
founding Sept. 29, with the issue of 
a “Progress Edition,” printed on gold 
newsprint. The World-Herald is an 
outgrowth of the Omaha World, 
founded in 1885 by the late Senator 
Gilbert M. Hitchcock. Harry Doorly 
is publisher and president of the 
World Publishing Company. 


“Courier-Journal” Air 


Conditions Plant 


The Louisville Courier-Journal and 
Times has installed equipment to 
completely air condition the build- 
ings housing offices, mechanical de 
partments and radio station WHAS. 

An unusual feature of the instal- 
lation is that the major job of cool- 
ing is handled by well water pumped 
from bed rock depth. 


Gidding Names Reese 


J. M. Gidding Company, women’s 
specialty shop, Cincinnati, has ap- 
pointed Thomas H. Reese & Co., New 
York. Class magazines will be used 
under the direction of Charles Root 
Cavalli, account executive. 


Devoe-Raynolds Appoints 


Advertising of Devoe & Raynolds 
Company, New York, manufacturer 
of paint and varnish, has been placed 
and J. Stirling Getchell, Inc., New 

ork. 
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@ You couldn’t ask for better proof of rotogra- 
vure’s superior efficiency than the comparison be- 
tween these two ads. The ads are identical. They 
ran on the same day in the same city. The rotogra- 
vure ad, in a paper with almost 50,000 less circu- 
lation than the magazine ad. Yet despite its slightly 
higher space rate . . . despite the handicap of 


having a smaller potential circulation than the 
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the Large mtestine to ferment —and perhaps cause growth. Carrots are high in Vitanun G, but only a 
serious disturbances. fair in protein. Peas, high in protem, are low in 
Doctors hail this new discover , Vitamin G. Spach, relatively low im carbohy- 
foods actually help protect against intestina: up drates, is a rich source of iron Guided by 
sets by making digestion camer and more com leading child-specialists, has created com- ae 
plete. And because they give your baby greater binations of toods. Each day these Home-stramed vegriables after 2 honrs’ — Commercial-stramet vegetables sfter 2 0 diflerene stary' Food cells rebacry 
nourishment, they help him butkl up healthy re combinations give your haby an ideal blend of essen: exposure to human digestive jwices homes’ digestion Here. too, the foud ts leased all thew mauruhment so haby 
sistance to other diseases tal food elements umbinatons include awe A Lay ane pny tae eraooe wer r o Sale wend No 
snto the large intestine there ts danger — tinal disturbances may he Waueed by half-dhgerted food Aeden oss dhe 
oe Uae ideas — om ‘ tes of fermentanon anger of diarthea fermentation wm the large untestune wntestine to ferment 
MOTHER Poo: feeding may handicap composed of fresh whole mid. «tise > ainng ‘ 
your baby off through fife... po rll escegy pede Lou pooper eg No.) Contains peas, * prownhng this complete solui-fe~* Jnet 10 © THNS. Your grocer has them or will be glad to stock them for you. 
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magazine ad, the rotogravure ad stopped over 
a hundred readers more per dollar of its cost than 


did the magazine ad. Which of these ads was the 


better investment? The facts—the figures speak 
for themselves as they do in every case when a 
rotogravure ad is compared to a similar ad in 
another section on the fair and impartial basis of 


real results. 
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You cam do it better with ROTOGRAVURE 


@ To obtain the data on Sunday readers’ interests and habits 
—some 29,000 readers of 20 newspapers in 16 cities were 
questioned about what they saw and noted in the papers they 
read. During the course of this questioning many facts were 
brought to light which have a direct and practical bearing on 


the preparation of advertisements, the selection of illustra- 


tions, the creation of copy themes which will increase reader 
interest. This information has all been gathered into a book 
“Let 4,979,875 Newspaper Readers tell you what they read on 
Sunday.” If you buy or prepare advertising, your copy is 
waiting for you. A request to Kimberly-Clark’s advertising 


office in Chicago will bring it to your desk. 


Established 1872 * Neenah, Wisconsin 


NEW YORK 
122 East 42nd Street 


CHICAGO 
8 South Michigan Avenue 


LOS ANGELES 
510 West Sixth Street 
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ADVERTISING AGE 


DRIVE FOR PHOTO 
REVIEW OF U. S. 
EXHAUSTS SUPPLY 


New York Exhibit to Be Held 
This Week 


(Picture on Page 43) 

New York, Sept. 26.—As a prelim- 
inary to the first annual photo- 
graphic exhibit sponsored by the 
U. S. Camera Annual, the Photo- 
graphic Illustrators, Inc., and Agfa 
Ansco Corporation in the mezzanine 
galleries of Rockefeller Plaza Oct. 
1-12, a highly effective campaign has 
been conducted on behalf of a year- 
book which will contain a large per- 
centage of the illustrations to be 
exhibited. 

As a result of this campaign, prac- 
tically all of the first printing of 
the annual has been sold. This 
printing ran 15,000 copies. A second 
printing of approximately 10,000 is 
under way. Publication of the an- 
nual is the first effort made in Amer- 
ica to issue a yearly photographic 
review comparable to some of those 
which have become very popular in 
European countries. 

The show this year is larger than 
that of a year ago in Rockefeller 
Center, when the sponsorship rested 
in the Photographic Illustrators, 
composed of some 35 foremost pro- 
fessional photographers, and the 
National Alliance of Art and Indus- 
try. This year, it contains non-com- 
mercial as well as commercial pic- 
tures. 

More than 300 pictures will be on 
exhibit, and of these, more than 200 
will be included in the annual, re- 
leased through book stores Oct. 2. 
This group was selected from well 
over 2,000. 


~ wit Go on Tour 


After the New York exhibit, two 
complete units will go on the road, 
one in American department stores, 
starting with Marshall Field & Co., 
Chicago, and the other in European 
museums. On the eve of this new 
exhibit, the 1934 show has just com- 
pleted its tour and has been taken 
over by the Harvard Business School 
for a permanent exhibit. 

The preliminary advertising cam- 
paign concerned the annual book. 
Létters was the publication used. 
The first page appeared Aug. 5, fol- 
lowed by another page Sept. 2 and a 
third Oct. 2. 

In general, the first advertisement 
was a supposition, but it also was a 
precise description of what has ac- 
tually been produced since. The ad- 
vertising offered ten copies of the 
book, “if and when published,” to 
writers of the ten best letters voic- 
ing opinions on the project. The 
coupon was labeled “this is not an 
order.” It merely asked if the 
reader favored such a publication, 
if he would “consider purchase” and 
if “he would purchase.” 

This survey advertisement 
brought nearly 1,000 replies, approx- 
imately two-thirds of them in the 
form of letters. Ninety-nine per 
cent said they would purchase the 
$2.75 annual. 


How Book Was Produced 


“Let all readers of Letters know 
... ” was the title of the second 
advertisement, out after Labor Day. 
Replies are still coming in. Already 
over 400 orders have been received, 
some for quantities running, at the 
highest, 5,000. Buyers were adver- 
tisers, agencies, camera clubs, and 
printing houses. 

The facts of the book were told 
in the copy. It is one of the largest 
rotogravure jobs of this particular 
kind ever done in America. Beck 
Engraving Company did the printing 
of the rotogravure section, Conde 
Nast Press, of the color work. The 
pictures were selected by a commit: 
tee consisting of Steichen, Hiller, 
Martin, Lohse, Genthe, Bruehl, Agha, 
Brodovitch and Treacy. The editor 
is T. J. Maloney, whose advertising 


agency is handling its promotion. 
William Morrow & Co. are the pub- 
lishers. 

The October advertisement will 
announce the annual’s appearance in 
book stores and winners of the ten 
free copies, and will contain a “this 
is an order” coupon. 

Results of this campaign, accord- 
ing to Mr. Maloney, are an indica- 
tion of the tremendous interest in 
photography, which now has approx- 
imately 2,000,000 active American 
fans, all of them buyers of photo- 
graphic supplies and equipment. 


To Sweeney & James 


Ralph Sharpe, recently head of 
Sharpe Advertising Agency, Akron, O., 
has joined The Sweeney & James Com- 
pany, Cleveland, as account executive. 


Greater Drive 
On New England 
Gets Approval 


Springfield, Mass., Sept. 24.—Gov- 
ernors of the six New England 
states, at the Governors’ Day lunch- 
eon held at the Eastern States Ex- 
position here last week, expressed 
themselves as favoring a greater ad- 
vertising campaign in 1936 to bring 
increased tourist trade to their re- 
spective commonwealths. 

Governors Louis J. Brann and 
Charles M. Smith declared that ef- 
forts should be made to promote 
tourist trade in the avtumn. “We 


would like to see the tourist season 
extended beyond Labor Day,” Gov. 
Brann stated, “since September and 
October are among the loveliest 
months in New England.” 

An agreement has been reached 
between the six governors under 
which they will meet with the plan- 
ning boards of the various states 
about the middle of November to dis- 
cuss mutual problems. 


New Post for Thornton 

Lawrence Thornton has joined the 
New York sales staff of H. Armstrong 
Roberts, photographer. 


Edell Joins Metropolitan 


Morton Edell has joined the Met- 
ropolitan Advertising Agency, New 
York, as account executive. 


Johnson to Woodward 


P. O. E. Johnson has joined the Chi- 
cago office of John B. Woodward, Inc. 
Mr. Johnson was formerly in the De- 
troit office, and more recently has 
been with New York Times, for which 
Woodward is national advertising rep- 
resentative. 


Name Foote & Barton 


McBride, Andrews & Co., New York, 
have appointed Foote & Barton to rep- 
resent Arts € Decoration in New Eng- 
land and upper New York State. 


Naylon to Warman & Hall 


Walter K. Naylon, formerly with 
L. F. Rothschild & Co., Rochester, 
N. Y., brokers, has joined Warman & 
Hall, Inc., Buffalo, as production 
manager. 


FLORIDA 


Lies Wholly in 
Retail Trading 


by carriers by 6 a. m. 
. 


by carrier by 7 a. m. 


CROSS-STATE CANAL 


The Times-Union is a member of 
Audit Bureau of Circulations 


Home deliveries in Jacksonville are completed 


New York 


JACKSONVILLE FIRMS GET 
SHIP CANAL CONTRACTS 


RST purchases of material for Florida's $146,000,- 
000 cross-state ship canal were made in Jackson- 
ville as preparatory work started with $5,000,000 


immediately available for preliminary expenses. 


These first contracts are forerunners of thousands 
of other purchases that will be made in Jacksonville / 
during construction of this huge federal project which: 


lies wholly within Jacksonville's retail trading area. 


mm. 
ea KC 


Jacksonville's 
Territory ... 


Net average circulation, six months ending 

March 31, 1935: 
Se eee ree 63,293 
I i chi cieionincda oreppe dane 69,605 


going into 85% of all literate homes. The Times-Union 


of the retail trading area ... . the only medium that 


Home deliveries in trade territory completed 


Millions to be spent for materials! Millions to be 
spent for labor! Fat additional sales opportunities in 
Florida's best market! And a great newspaper through 
which to cultivate this fruitful prospect—the Florida 


Times-Union. 


The Times-Union blankets urban Jacksonville, 
is the only newspaper which gives intensive coverage 


does an effective, economical job within the very 
region that benefits most from the $146,000,000 


canal appropriation. 


Dally 


Chicago 


The Florida Cimes-Union 


LARGEST CIRCULATION IN JACKSONVILLE 


FLORIDA'S LARGEST NEWSPAPER Stuweclay- 
Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Detroit San Francisco 


GARNER & GRANT, Atlanta, Georgia 


Los Angeles 
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Our Distribution System Is 
Pretty Good 


The system of distribution in use 
in the United States has been sub- 
ject to continual criticism in recent 
years. It has been charged repeat- 
edly that the costs are too great, 
that the middleman gets far more 
of the consumer’s dollar than he is 
entitled to, that the producer is not 
properly compensated for his ef- 
forts, and so on. In fact, much of 
the legislation which has been pro- 
posed and enacted at Washington 
has been based on the theory that 
the present distribution set-up is 
inefficient and wasteful. 

Paul S. Armstrong, general man- 
ager of the California Fruit Grow- 
ers’ Exchange, who has devoted 
twenty years to helping distribute 
Sunkist products, told ADVERTISING 
AGE in an interview last week, pub- 
lished on another page of this is- 
sue, that the experience of the ex- 
change with the distribution ma- 
chinery of the country has demon- 
strated that it is both efficient and 
economical. It is so good, in fact, 
that the exchange, which markets 
75,000 carloads of its products a 
year, is not even tempted to con- 
sider establishing its own facilities 
for distribution, which its large 
volume of business would easily 
make possible. 

The exchange uses the services 
of the regular trade machinery of 
the fruit and produce industry for 
disposing of oranges and lemons on 
the auction markets, the product 
then passing into the hands of 4,000 
wholesalers and half a million re- 
tailers who supply America’s break- 
fast tables with orange juice. The 
exchange has its own men on the 


job at every point in the distribu- 
tion process, studying the situation 
and noting what happens in the 
way of added costs as the process 
is carried on to the final consumer. 

Because oranges are a product of 
the soil, and thus represent one 
commodity which farmers, as an or- 
ganization, have learned how to 
market successfully, from the stand- 
point of building increased sales, 
maintaining a reasonably satisfac- 
tory net for the growers and at the 
same time giving the consumer big- 
ger values, Mr. Armstrong’s com- 
ments on the distribution set-up are 
especially interesting. 

“The producer must realize,” he 
said, “that production is only one 
part of the business of supplying 
consumer needs. Production is im- 
portant and necessary, and the pro- 
ducer must receive compensation 
for his efforts; but distribution is 
equally important, and becomes es- 
pecially so when a product must be 
moved conveniently and economi- 
cally into the hands of consumers 
who are an average of 2,600 miles 
away from the point of production.” 

Distribution is of course not per- 
fect. Improvements can be made 
and are constantly being made to 
create still more efficient methods 
of moving products into consump- 
tion. But it should be remembered 
that the present system has been 
evolved as the result of many 
years’ experience, and that in the 
constant battle of competitive meth- 
ods the more efficient have tended 
to survive. The present system is 
reasonably good, because otherwise 
it could not have been continued. 


The Buick 


The Buick Motor Car Company 
deserves congratulations upon the 
restraint with which its commer- 
cial announcements were employed 
in its broadcast of the Louis-Baer 
fight last Tuesday night. The pub- 
lic was advised in advance that the 
number and length of these sales 
appeals would be reduced, as com- 
pared with the average broadcast, 
and without question appreciated 
the consideration of the advertiser 
in permitting the fight broadcast to 
go on with a minimum of interrup- 
tion. 

The broadcasting of news events 


Broadcast 


of such general interest involves 
considerable care on the part of the 
sponsor in not overdoing the com- 
mercial angle. Ford set a fine ex- 
ample last fall in the broadcast of 
the world’s series. 

Buick also made a real contribu- 
tion to the sports world by having 
the detailed story of the fight pre- 
sented by a real expert, Clem Mc- 
Carthy. After listening to some of 
the amateurish comments’ which 
have been broadcast heretofore in 
sports events, one could only re- 
mark, after hearing Mr. McCarthy, 
“For this relief, much thanks.” 


HE PROBABLY DOES THE ANNOUNCING, TOO 
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"| can't throw him out—he's the sponsor of the program." 


Finds Brochures 


to Be Valuable 


To the Editor: Enclosed please find 
a check for the renewal of my sub- 
scription. 
Among the past few issues of AD 
VERTISING AGE, in the column, “Infor- 
mation for Advertisers,” I see a num- 
ber of interesting reports which I 
believe would be very helpful aids to 
me in teaching my advertising and 
marketing classes. Also I think a few 
would be good display material in our 
advertising exhibit during open house 
in January, when we have several 
thousand visitors. 
I would appreciate your having 
those items listed on the attached 
sheet sent to me. 
Eart SHARPE, 

Assistant Professor of Mer- 

chandising, The Drexel In- 

stitute, Philadelphia. 

7; 7 


Less Dignity, More 


Interest, Spalding Finds 

To the Editor: This company does 
extensive advertising in school and 
college publications. Last year we 
made a radical change in our adver- 
tising copy policy. Prior to that time 
we were running very dignified ad- 
vertisements which created no more 
than the usual or average amount of 


Voice of the Advertiser 


interest. The change called for hu- 
morous pieces of copy and also illus- 
trations, and we are happy to say 
that this particular treatment has 
aroused an unusual amount of favor- 
able comment. Proofs of typical ad- 
vertisements are enclosed. 


C. A. GRUBEL, 


Advertising Manager, A. G. Spalding 
& Bros., New York. 


vv¥sy 


Photo for Booklet 
Made With Gamma Ray 


To the Editor: You may find the 
enclosed bulletin of interest to many 
of your readers because of the novel 
cover which it has. As you will no- 
tice, it makes use of a Gamma Ray 
photograph. To the best of our 
knowledge this is the first time such 
an application has been made of this 
rather unusual type of photograph. 

The Hancock valve which is 
illustrated and described in this 
bulletin is so striking in its metal- 
lurgical features that a new and 
unique method of presentation was 
sought. We particularly wish to show 
the seat and disc of the valve but 
“shied off” from the time-worn cut- 
away model. One of our engineers 
who had made use of Gamma Ray pho- 
tographs for testing castings and 
other industrial parts that could not 


“SPALDING? football equipment certainly is popular, eb Joe?” 


*Stores in all large’ cities. 


be properly inspected with X-rays 
suggested this solution. 

The actual photograph used on the 
cover was obtained by placing a Han- 
cock valve in front of a piece of sen- 
sitized photographic paper and then 
placing a small capsule of the gas 
which is given off by radium about 
three feet in front of the valve. This 
set-up was left in a darkroom over 
night, which gave the Gamma Rays 
that are given off by the gas a chance 
to “take the valve’s picture.” The 
studio in this case was a local hos- 
pital where the radium gas capsules 
are used for treating patients. Inci- 
dentally, it is interesting to note that 
this photograph is entirely free from 
any retouching whatsoever. 

Gamma Ray photographs are used 
to a limited extent for checking the 
internal structure of large castings of 
naval vessels that cannot be “looked 
into” in any other way. Similarly, 
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this method is also used to inspect 
high pressure vessels that do not per- 
mit the cathodes of an X-ray machine 
to enter but into which a radium gas 
capsule can be inserted. 

Although this new piece of litera- 
ture has been off the press less than 
a month, our sales force has reported 
that it is proving most effective in 
capturing the attention and interest 
of valve prospects all over the coun- 
try. 

We are pleased to furnish this in- 
formation and material to you with 
the thought that it may prove inter- 
esting to all of your readers and pos- 
sibly helpful to many of them. 

L. H. BRENDEL, 
Assistant Sales Manager, 
Hancock Valve Division, 
Consolidated Ashcroft 
Hancock Company, Inc., 
Bridgeport, Conn. 


Another House Organ 
Sells Advertising 


To the Editor: We were very much 
intrigued by Mr. Armstrong’s letter 
in a recent issue of ADVERTISING AGE, 
particularly that part which made 
mention of the fact that the house 
organ of the Union Special Machine 
Company had gained some measure 
of fame because it had succeeded in 
selling some advertising space to al- - 
lied manufacturers, 

If the sale of advertising space in 
house organs is the only requirement 
for a niche in the Hall of Fame, we 
place in nomination “Successful Serv- 
icing,” house organ of John F. Rider, 
publisher of technical radio books. 

One year old this month, this house 
organ was originally eight pages in 
size. When, five months ago, it was 
decided to accept paid advertising, a 
limit of 16 pages was set, seven of 
these pages to be available for ad- 
vertising of radio parts and asso 
ciated equipment. 

Page rates are comparable with the 
trade magazines in the field. All ad- 
vertising space has been contracted 
for on a yearly basis, and nine col- 
umns of paid advertising had to be 
omitted from the September issue. 

Seven potential advertisers have 
issued commitments to start with the 
“first available issue.” 

Novel, to say the least, is our pol- 
icy of not short rating advertisers 
who wish to withdraw, We feel that 
if they are not satisfied in every re- 
spect, we, not they, should be penal- 
ized. 

CHARLES H. FARRELL, 


Advertising Manager, John 
F. Rider, Inc., New York. 
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OS, ieee 


Me | "| “The impossible” has been done. 


fe | 2 A national farm magazine has been printed and delivered 
bee in 5 days. It has carried news and advertising less than a 
a week old. 1,100,000 copies have gone down country roads 
all over the United States to nearly one-third the produc- 


tive farms between Maine and California. Towns and cities 


have been skipped almost entirely. 


National action—farmer action—fast action—economical 
E ae tages. Cie | action. There you have the advertising case for Farm Journal 


—advertising opportunity based on publishing achievement. 


November Farm Journal will be delivered October 14th. 


Last forms for complete plates close as late.as October 8th. 


Spread your news in Farm Journal. 


Aahausbtoar— 


PUBLISHER 


WASHINGTON SQUARE PHILADELPHIA, PENNA. 
NEW YORK DETROIT CHICAGO 
420 Lexington Ave. General Motors Bldg. 180 No. Michigan Ave. -- 


PACIFIC COAST REPRESENTATIVES: W. F. Coleman Seattle San Francisco Los Angeles /XUM | 
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BUICK IS READY 
FOR 1936 WITH 
FOUR NEW LINES 


“‘Buick’s the Buy’” Is Key- 
note of Early Campaign 


Detroit, Mich., Sept. 26.—Buick 
Motor Company became the first of 
the Michigan automobile manufac- 
turers to present 1936 models, with 
announcements by General Motors 
appearing in full-page newspaper 
space Wednesday. 

This announcement, which fol- 
lowed a striking pictorial teaser 
campaign, heralded the _ start of 


You cant foolus fellows 
who put em together, 
and I'mtelling . » » 
Oi Se: 


One of Buict’s veteran workmen, on the payroll since January, 1928 


One of the small space newspaper 
advertisements for Buick, featur- 
ing veteran workmen, which ran 
last week preceding full-page an- 
nouncement copy. 


Buick’s most ambitious advertising 
program in several years. Based on 
the theme, “Buick’s the Buy,” copy 
will appear in general, class and 
fashion magazines, both weekly and 
monthly; in approximately 2,200 
newspapers covering all key cities 
and smaller points; and including a 
fairly good sized spot radio program 
revolving around official announce- 
ment day, Saturday, Sept. 28. 

Newspapers will bear the brunt of 
the Buick advertising attack this 
year. The newspaper advertising 
campaign is being placed to cover 
practically all Buick dealer points. 
The objective of the campaign is the 
sale in 1936 of 135,000 units—which, 
if achieved, will come close to dou- 
bling the 1935 production. 

Copy for the campaign was pre- 
pared by Buick’s new advertising 
agency, Arthur Kudner, Inc. 


Markets Four Lines 


Buick marks a definite change in 
its merchandising policies with the 
announcement of this year’s cars. 
The company will market four dis- 
tinct price lines—the Buick Special, 
the Buick Century, the Roadmaster 
and the Limited, ranging upward in 
wheelbase, weight and price classi- 
fications. The new low price range 
is expected to provide increased 
competition for the $1,000-and-below 
range of cars, a field already invaded 
by virtually all manufacturers. 

The new lines, which are the cul- 
mination of two years of preparation, 
invelve complete redesign of the 
product, and necessarily sweeping 
changes in manufacturing facilities. 

Two straight eight valve-in-head 
engines of Buick design, developing 
93 and 120 horsepower, are the 
power plants for the four lines. 
Among other features which will be 
stressed in advertising copy are new 
streamlined styling with a speed mo- 
tif throughout, solid steel Fisher 
“Turret Top” bodies, slanting Vee- 


type windshields, anodized alloy pis 
tons of light weight and the hard- 
ness of cast iron; sealed chassis, 
improved independent front wheel 
suspension and hydraulic brakes. 

Prices are lower for all models 
than in previous years. 


Has New Emblem 


The 1936 Buick makes its bow 
with an entirely new and modern 
emblem, a figure “8” superimposed 
upon an attractive circular Buick 
shield. This is carried just above 
the right center of the radiator grill 
and is to be found as an identifying 
mark on the instrument panel and 
on the rear of the built-in trunks, 
which will be a feature of all Buick 
sedans for 1936. 


Anolite pistons, pioneered by 


Buick, are a new development in 
alloy pistons, equal, the company 
declares, to cast iron for wear and 
oiling qualities, but having the ad- 
vantage of a 50 per cent reduction in 
weight over cast iron pistons. Upon 
this improvement Buick engineers 
credit much of the outstanding per- 
formance and “nimbleness” which 
they promise will distinguish the 
1936 Buick line. 


Hydraulic Brakes Standard 


Hydraulic brakes will be standard 
on all cars of the 1936 line, with an 
advanced brake design combining 
with hydraulic actuation. Drums 
have cast iron braking surfaces. 
Emergency brakes operate directly 
through cables on the rear wheels, 
with the brake handle under the in- 


strument panel to the left of the 
driver. 

A modern step is noted in the re- 
design of the electrical systems of 
the 1936 Buicks to care for the re- 
quirements of the increased loads of 
radios, heaters, additional lighting 
equipment and the like. 


Clare Marshall Joins 


“Cedar Rapids Gazette” 


Clare R. Marshall has been ap- 
pointed manager of the newly 
created promotion department of the 
Cedar Rapids, Ia., Gazette. 

Mr. Marshall has been head of an 
engraving business for the past ten 
years, prior to which he was adver- 
tising manager of Des Moines Capi- 
tal, and advertising manager of Na- 
tional Clothier, Chicago. 


Hanff-Metzger Named 
for Borden-Wieland 


Borden-Wieland, Inc., Chicago, sec- 
ond largest fluid milk subsidiary of the 
Borden Company, has appointea the 
Chicago office of Hanff-Metzger, Inc., 
to handle its advertising. Other Bor- 
den accounts handled by the agency’s 
Chicago office are Borden’s ice cream, 
Cunningham’s ice cream and Wie- 
land’s ice cream. 


G-E Regional Meets Held 


General Electric Company, Cleve- 
land, is staging a series of regional 
meetings for the purpose of outlin- 
ing advertising and sales promotion 
campaigns for 1936 on refrigerators, 
ranges and dishwashers. The con- 
ferences will be held in 16 cities 
across the country, ending at Los 
Angeles on Oct. 13. 


—S 
SS 


4 CHa i 


Uniformity in advertising response is the 
natural result of unity in editorial char- 
acter and enterprise. 


Thirty-nine Hearst newspapers pulling in 
unison for the national advertiser lift sales 
quickly and irresistibly. 


39 VITAL 


HEARST 


ALBANY Times-Union 
ATLANTA . Evening Georgian 
BALTIMORE . Evening News-Post 
BOSTON . Evening American 
CHICAGO . Evening American 
CHICAGO . Herald and Examiner 
DETROIT . . Evening Times 
LOS ANGELES . Examiner 
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Briggs Ready to 
Market Fixtures 


Detroit, Mich., Sept. 26.—J. A. 
Callahan, general manager of the 
plumbing ware division of Briggs 
Mfg. Company, has announced the 
appointment of Grace & Bement, 
Inc., Detroit, to direct the campaign 
which will place the new Briggs 
Beautyware line of formed metal 
plumbing fixtures before the nation 

Business papers and national mag- 
azines will be used, Mr. Callahan 
said. Previous effort has been con- 
fined to business papers with a view 
to obtaining distribution on the prod- 
ucts. 

The Briggs line presents a new 


phase in the history of plumbing 
ware—bathtubs, lavatories, kitchen 
sinks and the like. In the past such 
equipment was made of vitreous 
china or cast iron, but the Beauty- 
ware line is developed from new 
formed metal materials. Heavy dies 
and deep drawing metals, such as 
Briggs has used to make automobile 
bodies, are used in the production of 
the new products. 


Kimball Appointed 


G. Cook Kimball has been appointed 
vice-president in charge of Chicago 
operations of Illinois Steel Company. 
The appointment is the first change 
in executive personnel since unifica- 
tion of that unit of United States Steel 
Corporation with Carnegie Steel Com- 
pany was announced several weeks 
ago, 


Corset Company Appoints, 


Plans National Campaign 


M. J. Newman, formerly with The 
Formfit Company, has been ap- 
pointed advertising manager of 
American Lady Corset Company, De- 
troit. 

A campaign, said to be the first to 
use full color in promotion of cor- 
sets, will begin in the October issue 
of Vogue, in which the campaign 
will be concentrated. The Grey Ad- 
vertising Service, Inc., New York, is 
the agency. 


Watson Joins WLS 


W. R. Watson, for a number of 
years associated with Midwest Farm 
Paper Unit, has joined the sales staff 
of WLS, Chicago, and will represent 
the station in Chicago, Michigan, 


Ohio, Missouri and Iowa. 


SAYS “IMPULSE 
MARKET” HOLDS 
VAST PROFITS 


Boston, Mass., Sept. 24.—A study 
made in grocery stores has shown 
that 75 per cent of the stores’ women 
customers bought one or more items 
on impulse, and nearly one out of 
every four items sold by the stores 
during the test was bought by cus- 
tomers on impulse, O. F. Benz, direc- 
tor of sales, du Pont Cellophane 
Company, Inc., disclosed to the Bos- 
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ton Conference on Distribution yes- 
terday. 

This impulse market, largely a 
development of the last few years, 
is a tremendous one, Mr. Benz de- 
clared. In catering to this market, 
a manufacturer will do well to give 
intensive study to the package for 
his product, he emphasized. 

Mr. Benz’s address to the confer- 
ence was read for him. 

There are two general types of 
purchasing, planned purchases made 
with definite previous intent, and 
impulse purchases, made without 
previous intent, Mr. Benz stated. In 
the case of the latter type, the sale 
is in the balance until the attractive- 
ness of the package and product 
make up the customer’s mind. 

“Fifty years ago practically all of 
the groceries were bought by the 
housewife once or twice a week,” he 
stated. “She made up her list for 
days in advance as she ran low in 
things; there wasn’t much question 
in her mind as to what brand she 
was going to buy. 

“In the ‘first place, there weren’t 
many products, and second there 
were fewer brands. Even if she was 
buying some commodities by brand 
it was highly unlikely she would 
change. Those were the good old 
days of stability.” 


Life Has Changed 


In the meantime, however, new 
diversions—the automobile, movies, 
golf, bridge, and the radio—have 
combined to make the housewife’s 
shopping more hurried, so that as 
she enters a store, her mind is not 
made up on all the things she is 
going to buy. 

Other changes were taking place 
also, Mr. Benz pointed out. Retail 
stores changed their displays and 
layouts, as they discovered that the 
more they showed the consumer, the 
more she bought. Secondly, with 
more products coming into stores, 
clerks were finding less time for sell- 
ing—the products had to sell them- 
selves. Thirdly, a new merchandis- 
ing trend had been developed—pack- 
aging. 

Because of the thousands of prod- 
ucts on sale at the average grocery 
store or drug store, Mr. Benz stated, 
the manufacturer uses advertising to 
induce the customer to ask for his 
brand. 

“Unfortunately, however, some of 
the power of advertising is lost some 
where between the medium and the 
retail counter,” Mr. Benz declared. 
He quoted a study of typical grocery 
stores by Liberty, which showed that 
62.1 per cent of purchasers specified 
a brand. In the remaining 37.9 per 
cent no brand was indicated. In a 
du Pont consumer survey, conducted 
on textiles, it was found that 70 per 
cent bought by brand. On shirts, 29 
per cent bought by brand, on slips 
eight per cent by brand, and on 
hosiery only five and one-half per 
cent. 


Why They Were Bought 


In the recent du Pont survey of 
purchases in grocery stores, it was 
found not only that 24.1 per cent of 
total items purchased were bought on 
impulse, but also that 66 per cent of 
all the items purchased on impulse 
were on display. 

Further observations showed that 
practically all of the items on dis- 
play, with the exception of a few 
loss leaders, had exceptional eye ap- 
veal, either through color or design, 
material or complete visibility of the 
product itself. 

The best way to plan a packaging 
program, Mr. Benz stated, is to “take 
yourself into the retail store and 
visualize if you can the consumer 
standing before the counter with her 
money in her hand ready to buy.” 


Kirkgasser Named 


George J. Kirkgasser & Co., Chi- 
cago, have been appointed to handle 
advertising of Dr. Van Vleck Com- 
pany, Jackson, Mich., manufacturer 
of Dr. Van Vleck’s absorption pile 
treatments. Newsnapers, magazines 
and direct mail will be used. 


Gaines Joins Agency 


William P. Gaines, former New 
York columnist for the Associated 
Press, has joined Kenyon & Eckhardt, 
Inc., New York, as director of pub- 
licity, succeeding Charles Speaks, re- 
signed. 
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DURABLE GOODS 
MEN PLAN NEW 
HOUSING SHOWS 


Washington, D. C., Sept. 26—-As 
a result of a conference of 33 repre- 
sentatives of the durable goods in- 
dustry, called by Peter Grimm, As- 
sistant Secretary of the Treasury, 
and formerly a real estate broker of 
New York, a Housing Display Con- 
ference has been organized to pro- 
vide a new and powerful stimulus to 
housing construction and moderni- 
zation. 

Russell G. Creviston, advertising 
and sales promotion manager of the 
Crane Company, Chicago, was elected 
chairman of the conference, and 
Marshall Adams, sales promotion 
manager of the American Radiator 
and Standard Sanitary Corporation, 
New York, was elected vice-chair- 
man. 

Mr. Creviston announced that 
plans were discussed for a series of 
country-wide exhibits to demon- 
strate moderate cost housing, mate- 
rials and modern appliances and 
equipment. 

Representatives of other govern- 
ment agencies, also interested in 
promoting better housing, who at- 
tended the meeting were Stewart 
McDonald, Federal Housing Admin- 
istrator, William G. Flanders, deputy 
administrator, and Henry Guthrie of 
the FHA; Harold Riegelman, special 
assistant counsel, Treasury Depart- 
ment, and Dr. Ernest Kahn, housing 
expert. 


Not Enough Houses 


There was agreement that the 
under-supply of housing in the 
United States was large and that in 
the coming year, no less than 750,- 
000 housing units would be built. 
Considerable importance was _ at- 
tached to the fact that not less than 
half of all the building activities in 


this country during a given year 
took place in communities of 5,000 
population and less. The permanent 
home shows could not be expected 
to reach a great many of these small 
communities because of their isola- 
tion. To meet this condition, a mo- 
tor caravan housing show is being 
planned. It is expected that no less 
than nine permanent housing shows 
will be set up immediately. 
Among advertising managers and 
sales representatives, represented 
in plans now under way, are: H. 


M. Shackleford, advertising and 
sales promotion manager, Johns 
Manville, Inc.; J. F. McNamara, 


sales manager, International Nickel 
Company; J. F. Quinlan, manager, 
New American Home demonstration 
plan, General Electric Company; S. 
L. Johnson, merchandising manager, 
finishes division, E. I. du Pont de 
Nemours & Co., and many others. 


Start “Creative” Firm 


Three staff members of Reliance 
Graphic Corporation, New York, have 
resigned to form a copy and art 
service, called The Creative Depart- 
ment, at 37 W. 26th St. They are 
Arthur K. Fox, Reliance copy chief; 
Ewald Van Elkan, art director of 
the direct mail firm, and John Russo, 
member of the art staff. 


Shaw Discusses Trip 


Thomas J. Shaw, advertising di- 
rector of the Millers’ Mutual Asso- 
ciation of England, which conducts 
an annual $1,000,000 advertising 
campaign to increase bread con- 
sumption, addressed the Association 
of Advertising Men, New York, this 
week on his impressions of American 
advertising men and millers. 


Rejoins McGraw-Hill 
Franklin H. Johnson has rejoined 
the McGraw-Hill Publishing Com- 
pany, Inc., as advertising represen- 
tative for Business Week in New 
York and New England. He for- 

merly published Machine Design. 


Brown Resigns 
David A. Brown has resigned as 
president of The American Hebrew 
and Jewish Tribune, national re- 
ligious paper, New York. 


60% 


of our husiness 


sorship for more than five 
Sanford C. Brant, Presiden 
Furniture Co. 
cided to test the pulling power of our 
program and on one announcement only 
offered a calendar. 2500 

called in person the next day, 5000 more 
the rest of the week, and 
were received by mail. That’s results—plus!”’ 


comes from KEX 


COVERED WAGON DAYS” 


ba know defi- 

nitely that 60% 
of our business 
comes from the Cov- 
ered Wagon Days 
¢ program which has 
een under our spon- 
ears,’’ says 
of Gevurtz 
‘“‘Last December we de- 


Over eople 


requests 


KEX is Oregon’s most powerful radio station. In addition to NBC pro- 


ams, it specializes in programs dealin 


with community interests. It 


s the only Portland station which broadcasts all major sports events, 


includin 
sively. 
richest markets—economically ! 


Tune in 
your 


advertising 
plans with 
KEX 


EX 


boxing, wrestling, hockey, baseball and horse races exclu- 
rite for booklet which shows how to reach one of America’s 


a 


Fordendis REX: Foie 


in 
Oregon's most powerful radio station—affiliated with NBC ‘bookie «ils wp 


Mickey Cochrane Is 
A Great Big Help to 


Cigarette Interests 


Detroit, Mich., Sept. 26.—Mickey 
Cochrane, catcher-manager of the 
American League pennant winners, 
the Detroit Tigers, bounced off the 
sport pages long enough Monday to 
be the central figure of a minor con- 
troversy between two major cigarette 
advertisers. 

In a large-space advertisement ap- 
pearing in newspapers throughout 
the nation Chesterfield cigarettes, 
product of Liggett & Myers Tobacco 
Company, whose advertising is han- 
dled by the Newell-Emmett Co., Inc., 
said, “We don’t know what Mr. 
Cochrane smokes and he is not en- 


‘Camels dont get yourWind 


dorsing our cigarette but he is an 
outstanding man in the _ baseball 
world and has won his place on 
merit. In the cigarette world Ches- 
terfields are thought of as outstand- 
ing . . . they have won their place 
strictly on merit.” 

With full pages in Detroit news- 
papers, R. J. Reynolds Tobacco Com- 
pany, maker of Camels, whose ad- 
vertising is handled by William Esty 
& Co., said, “ ‘Camels don’t get your 
wind,’ the Tigers say—and they 
know, for 19 out of 22 of the Detroit 
regulars smoke Camels! Now let’s 
hear from Manager Mickey Coch- 
rane.” 


Many Regulars Comment 


A statement from the Tigers’ man- 
ager follows in which he asserts that 
many of his team-mates’ speak 
glowingly of Camels. It is notable, 
however, that his statement is care- 
fully worded to avoid any reference 
to his own smoking. A _ careful 
reader might justly infer that Mr. 
Cochrane is one of the three Detroit 
regulars who do not smoke Camels. 

Statements of ten other Tiger reg- 
ulars, including Schoolboy Rowe and 
Goose Goslin, which appear in the 
Same advertisement, acclaim Camels 
as Lady Nicotine at her loveliest. 

Both Camel and Chesterfield copy 
ran on Monday although the Tiger 
victory was not assured until late 
Saturday afternoon, when the De- 
troit team won the second game of a 
double-header with the Boston Red 
Sox. Copy was released by wire. 

Last year at this time Camels ‘ran 
similar advertising when the Tigers, 
also managed then by Mickey Coch- 
rane, won the pennant. Detroiters 
were quick to notice, however, that 
Camels have apparently lost some 
ground with the Tigers during the 
year. This week’s advertisement had 
19 out of 22 Tigers expressing a 
preference for Camels, while last 
year’s Camel copy said 21 out of 22 
members of the squad lined up on 
the Camel side. 


H. C. Whitehill Dies 


Harry C. Whitehill, editor and pub- 
lisher of the Waterbury, Vt., Record, 
died Sept. 21. He was vice-president 
of the Waterbury Savings Bank and a 
member of both Waterbury and Ver- 
mont state chambers of commerce and 
the Vermont Press Association. 


Made Harvester Chairman 


Harold F. McCormick was made 
chairman of the International Har- 
vester Company Sept. 19. Cyrus H. 
McCormick, who has resigned the 
chairmanship to devote more of his 
time to travel, will remain a member 


of the board. 


MICKEY HELPS A COUPLE OF RIVALS 


W. don’t know 
what MR. COCHRANE smokes 
and he is not endorsing our cigarette 


but he is an outstanding man in the baseball 
world and has won his place on merit 


In the cigarette world, 
Chesterfields are thought of 
as outstanding... 


oe ail 
As mildness 
.. for better taste 


Eight-column advertisement featuring Mickey Cochrane which Ches- 


terfield ran throughout the country Monday. 


On the same day, 


Camel copy in Detroit was built around Mickey and his pennant- 
winning Tigers. 


Kaye Don Will 
Push Pontiac 
Sales Abroad 


Detroit, Mich., Sept. 26.—Kaye 
Don, internationally famous British 
sportsman who made two attempts 
to lift the Harmsworth Trophy from 
America’s premier motor-boat owner 
and racer, Gar Wood, is the new 
distributor of Pontiac automobiles in 
England. 

Sole Concessionaires, Ltd., the 
distributing company of which Mr. 
Don is managing director, has been 
given the exclusive Pontiac selling 
rights for England, Scotland, Wales 
and Northern Ireland. 

Coincident with this announce- 
ment, Pontiac Motor Company has 
revealed that it is establishing a new 
Southern sales region, with head- 


quarters at Memphis, Tenn., and two 
new zones located at Milwaukee and 
Des Moines. Changes will be effec- 
tive Oct. 1. 

V. A. Davison, manager of the 
Detroit zone, takes over the man- 
agership of the Southern region, em 
bracing zones whose territories are 
tributary to Atlanta, Charlotte, Mem- 
phis, Oklahoma City, and Dallas. Mr. 
Davison will be succeeded by A. C. 
Tiedemann, Jr., now zone manager 
at Washington, D. C. Mr. Tiede- 
mann will be succeeded in Wash- 
ington by H. H. Grothjan, now as- 
sistant manager ig the New York 
zone. 

The manager of the Milwaukee 
zone will be J. M. Taylor, Jr., assist- 
ant zone manager at Minneapolis. 
L. A. Fleener, assistant manager of 
the St. Louis zone, becomes man- 
ager of the new Des Moines zone. 

Both of the new zones will be- 
come a part of the Midwest region, 
with headquarters in Chicago. 


appropriation. 


One thing is sure— 
copy can't be too good 
and as long as there is 
any possibility of im- 
provement, the job is 
not complete. That is 
why I have the temer- 
ity to offer my services 
to experienced” adver- 
tisers, advertising 
agents, publishers. 


There are two ways 
to be sure of Grade A 
copy. (1) Let me plan 
and write it—and you 
check, edit, or revise, if 
you can find anything 
todo. (2) You write it 
and let me check, edit, 


18 East 48th Street 


Getting Better 
Copy 


The answer in the back of the book is 
that even slight betterment of copy may 
multiply the productiveness of the whole 


Charles Austin Bates 


revise and suggest. 


This is personal serv- 
ice. Nearly two years 
ago I ceased to function 
as an advertising agent. 
I do not solicit “ac- 
counts.” All my work 
is necessarily confiden- 
tial. I have received 
fees as large as $5,000. 
and as little as $10.— 
with clients eminently 
satisfied in both cases. 


Booklet “WHAT’S 
WRONG WITH AD- 
VERTISING?” — free 
to executives—others 
may send 6 cents 
stamps. 


New York 
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A city born in the blood of Indian massacre, 
raked clean by reckless armies, 

Seared by the flame of foreign war, 

By scurvy, dysentery, hunger, bullets, fear. er ae 

And now, a peaceful, friendly town of varied ee BAN vale 
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Pushed to prosperity by virtue of a waterfall. 


The Glens Falls schoolboy gets his history 
close to home, 

His Indian heroes trod the ground where now 
he mows the lawn. 

He knows the tales of priest and voyageur who _—_He lives again adventure and romance—Ti- 


saw the falls in untouched grandeur, conderoga, tragic Valcour Island, Crown 
Of French colonials in gaudy uniform enroute Point, Saratoga. 

to French and Indian war, He visits Cooper’s Cave where the Last of the 
Of eager Continentals, in buff or homespun, Mohicans 

sporting a coonskin cap, Hid his frightened refugees from Indian attack. 
Of Hessians, and the crimson-coated British 

with Burgoyne, And now the armies come by car— 
And soldiers of the War of 1812— Tourists on U. S. 9 to Lake George, Cham- 
Of armies ploughing back and forth across plain, the Adirondacks, Montreal. 

Glens Falls But trade comes mostly from the falls that 
Like college football teams in scoring frenzy. cover sheer black granite cliffs. 


r Te " BPOESL | 


" 


e Gens Fatts, N. Y., is a clean, trim city of 18,531 population by the last census. It lies some 200 miles directly north of New York 
City, and its 5,025 families read 2,716 copies of the Sunday News—an even 54% coverage. A city of many industries, where wood and paper products 
predominate. Traffic and buying are heavy at the corner of Glen and Ridge Streets. 


Tribune Tower, Chicago * Kohl Building, San Francisco 


They buy the ham and eggs, the Cadillacs and 
rich Coronas. 

The spillways spill, the millstream turns the 
wheels of industry, 

Producing things in Glens Falls factories— 

Wall paper, newsprint, paper bags and boxes, 

Color pigments, shirts, dresses, chemicals, 

Portland cement and lime. And a white collar 
crowd in the fine insurance buildings. 

Ninety per cent native white, the census says, 

Making the city more American than America. 

Living costs are low, and the natives spend for 
outdoor pleasures. 

The Glens Falls chapter of the Adirondack 
Mountain Club is second in the state. 
Even the soda jerker has his Glen Lake shack, 
And the moneyed folks their snooty Lake 


George camps. 


Farthest-north city in the Sunday News area, 
Glens Falls is 200 miles from New York City, 
Yet more than half the families of Glens Falls 
read the Sunday News— 
This medium that sends its salesmaking energy 
Into 119 cities of 10,000 population and more, 
With coverage never below 20% of the families. 
And 342 retail outlets for advertised products 
Feel the effect of Sunday News advertising. 
It is a first-rank factor in the $10,000,000 
annual retail trade 
That centers round the Glen and Ridge Streets 
intersection. 
It swings the doors and rings the registers 
Of myriad stores on many Main Streets, 
Makes sales in a concentrated, compact area 
An area where the magazines spread thin 
And need the buying reinforcement of more 
than 2,450,000 Sunday News homes. 
Reachingtwothirds of NewY ork Cityfamilies, 
Heading all other publications in the suburbs, 
in the major market— 
The Sunday News should be the biggest 
medium on your whole recovery program. 
If you aren’t using the Sunday News now, 
You aren’t doing all you might to get business! 


NEWS 


P PICTURE NEWSPAPER 


* 220 EAST FORTY-SECOND STREET, NEW YORK 
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Philco Augments" 
Radio Campaign 


Philadelphia, Pa., Sept. 26.—More 
than 1,000,000 lines of newspaper ad- 
vertising will be used in principal 
trading areas of the United States 
and Canada by Philco Radio & Tele- 
vision Corporation, in the nine weeks 
starting Oct. 1, in addition to space 
already purchased for the period. 

The intensive newspaper cam- 
paign for Philco home and automo- 
bile radios increases Philco’s present 
newspaper, magazine, radio, outdder 
and other advertising, which is al- 
leged to be nearly twice that of the 
remainder of the radio industry. 

“We know that business condi- 
tions are definitely better,” Sayre M. 
Ramsdell, vice-president in charge of 
advertising and sales promotion, 
stated. “We know that the public 
wants the best radio instruments 
that money can buy, and that radio 
is becoming more and more indis- 
pensable to the entertainment and 
education of the American family.” 

The company has made record- 
breaking sales of home and automo. 
bile radios during the past eight 
months, proving that the public buy- 
ing power is greater and more wide- 


mand high-fidelity sets to enable 
them to hear the many high quality 
programs now on the air, Mr. Rams- 
dell said. 

Philco expects increased sales dur- 
ing the fall months in home sets and 
automobile radios, he said. He pre- 
dicted that public demand will soon 
establish radio as standard equip- 
ment for all leading makes of auto- 
mobiles. 


Heads Shaw Sales 


Thomas W. Balfe has been ap- 
pointed vice-president and general 
sales manager of Alex D. Shaw & 
Co., Inc., affiliate of National Distil- 
lers Products Corporation, New 
York. For the past ten years, he was 
executive vice-president of R. C. 
Williams & Co., Inc., and before that 
was in charge of the Chicago branch 
of Austin Nichols & Co., Inc. 


Lowers Color Rate 


Photoplay has issued a new rate 
ecard, effective with the December 
issue, reducing color rates $300. 
Three or four colors on second cover, 
third cover and inserts are $1,500 
on the new card. 


Richardson Joins McC-E 


John Richardson, former copy chief 
of The Geyer Company, Dayton, O., has 


spread, and that radio listeners de- 


joined the Cleveland office of McCann- 
Erickson, Inc., as copy director. 


STABILIZATION 
OF MARKETS IS 
CHIEF AAA AID 


Advertising Keeps Sales Up, 
Sunkist Chief Says 


Chicago, Sept. 25.—The AAA mar- 
keting agreement under which the 
California citrus fruit industry is 
operating has proven its value to 
the orange and lemon growers, and 
will be renewed, under the amended 
act, in the opinion of Paul Arm- 
strong, general manager of the Cali- 
fornia Fruit Growers’ Exchange, who 
was in Chicago this week conferring 
with members of the sales and dis- 
tribution organization. 

A hearing on the marketing agree- 
ment will be held in Los Angeles 
Oct. 9. There will be no substantial 
change in the situation, as under 
the amended agreement there will 
be no processing tax, no price-fixing 


and no legal provisions for advertis- 


IN ALCOHOLIC 


BEVERAGE LINAGE <Z 


CINCINNATI TIMES-STAR . 
Cleveland Plain Dealer (7 day) 
Columbus Dispatch (7 day) . 
Toledo Blade . . . . 


Cleveland Press . . . . 


Dayton News (7 day) . . 
Akron Beacon-Journal . 
Canton Repository (7 day) . 
Cincinnati Enquirer (7 day) . 


290,018 
268,160 
259,173 
229,906 
217,093 
200,184 
192,290 
183,562 
166,982 


HE fact that the Times-Star carried more Alcoholic Beverage Linage dur- 

ing the first eight months of 1935 than the eight other leading Ohio news- 
papers (and the fact that it is THIRD among all the evening newspapers in 
the U. S. in General Advertising for the same period) indicates two important 
things—that in the consumption of beer, wine and liquor, as in all other 
major commodities, Cincinnati is one of the best markets in the entire 
country; and that the best way to sell this market is through the Times-Star. 


HULBERT TAFT, President and Editor-in-Chief 


NEW YORK: Martin L. Marsh, 60 E. 42nd St. 


CHICAGO: Kellogg M. Patterson, 333 N. Michigan 


TALKS OF CO-OP EFFORT 


Paul Armstrong 


ing, which remains voluntary, as 
heretofore. The benefits which the 
growers receive from this arrange- 
ment lie in the ability of the indus- 
try to control shipments, and thus 
to prevent the supply from exceeding 
the demand. 

In reviewing the progress of the 
industry since 1929, Mr. Armstrong 
emphasized the fact that consump- 
tion of oranges during the five de- 
pression years increased 32 per cent, 
the per capita figure having advanced 
to about six dozen a year. 


Its 


“The history of advertising and 
marketing of oranges and other cit- 
rus fruits,” said Mr. Armstrong to 
ADVERTISING AGE, “is a fine demon- 
stration of the value of advertising 
in broadening the market for a prod- 
uct of this kind. The consumer has 
benefited substantially, since, though 
consumption induced by advertising 
has kept pace with production, the 
long-range trend of prices has been 
downward. The average retail price 
is about 30 cents a dozen, as com- 
pared with an average of 40 cents in 
the earlier period.” 

The advertising which has been 
done during the past 28 years by the 
California Fruit Growers’ Exchange 
has been on a voluntary basis. The 
charge of five cents a box for oranges 
and ten cents a box for lemons is 
levied by the 13,500 grower mem- 
bers of this organization upon them- 
selves. They control 75 per cent of 
the production in California. 

“We do not believe in enforced 
taxes for advertising commodities of 
this character,” said Mr. Armstrong. 
“Our organization is a democracy, 
and our members realize that ad- 
vertising is a primary factor in 
maintaining the market for our prod- 
ucts. Thus over good times and bad 
we have continued to advertise.” 

The exchange, because of increased 
output, has actually increased its 
advertising during the depression 
period, and has been rewarded with 
an increasing consumption. While 
the net to the grower is less this 
year than usual, the return has gen- 
erally been entirely satisfactory to 
efficient producers. Thus both grow- 
ers and consumers have benefited 
from the operations of the giant mar- 
keting organization established to 
earry California citrus products an 
average of 2600 miles to consuming 
markets. 


Demonstrates Value 


Distribution Working Well 
The shipments this year will total 
75,000 carloads, representing a 


freight bill of approximately $35,- 
000,000, one of the largest single pay- 
ments by any shipper. There are 50 
district sales offices in the United 
States, with over 100 salesmen; 4,000 
wholesalers and 500,000 retail dis- 
tributors. In addition there are six 
sales offices in Canada and one in 
London, Great Britain being the 
principal foreign market. Last year 
the exchange laid down its products 
in more than 50 foreign ports. 
“There is a good deal of complaint 
among farmers about the distribu- 
tion system of this country,” said 
Mr. Armstrong. “But though we have 
a large enough business to enable us 
to provide our own distribution ma- 
chinery at any point in the chain 
where it might seem necessary, we 


have not done so. We believe that 
distribution, as a whole, is function- 
ing efficiently, and that producers in 
our field are getting a reasonable 
share of the consumer’s dollar.” 

In this connection a method em- 
ployed by the exchange which might 
be useful to other organizations is 
the maintenance of studies which 
show the distribution of the con- 
sumer’s dollar spent for citrus prod- 
ucts. These figures are compiled 
from month to month, based on vary- 
ing prices, and show how much of 
the dollar spent by the consumer 
goes for retailer, jobber, transporta- 
tion, marketing and other expenses. 
Most of the expenses in distribution 
are fixed, which is the reason why 
a carefully calculated supply, to 
avoid deluging the market and thus 
forcing prices to a ruinous level, is 
so important in the citrus field. 


Stabilizes the Market 


“The processing taxes do not seem 
to be working successfully in other 
sections of the agricultural field,” 
said Mr. Armstrong, “and we cer- 
tainly would not wish to have any 
kind of tax or subsidy employed for 
our industry. It is very easy to throw 
a monkey-wrench into the economic 
machinery by some artificial device 
of this kind, and our experience in- 
dicates that market development, 
through the sort of creative advertis- 
ing we have carried on constantly 
for 28 years, plus a reasonable con- 
trol of supply, is a better plan for 
the producer as well as the con- 
sumer, who has certainly profited 
from the system employed in our in- 
dustry.” 

The greatest benefit of the AAA 
system has been to stabilize the mar- 
Ket and give the wholesale distribu- 
tors greater confidence, thus enabling 
distribution to proceed without the 
shocks which would follow violent 
price fluctuations, he said. 

“It costs a lot to educate the con- 
sumer to want your product,” said 
Mr. Armstrong, who was formerly 
advertising manager of the exchange. 
“It’s expensive to develop a habit 
such as that of drinking orange juice 
for breakfast among millions of 
consumers. That, incidentally, is 
how 70 per cent of oranges are used. 
Thus it is to our interest, as mar- 
keters, to maintain a fairly level 
price situation, and to keep distribu- 
tors satisfied with a stable market 
and as few fluctuations as possible.” 

One of the bright spots in the un- 
employment situation, as Mr. Arm- 
strong sees it, is that many relief 
clients have been regularly supplied 
with oranges, and will continue to 
use them after they are again on 
their own. Thus the relief program 
has at least tended to educate con- 
sumers who may not have been ac- 
customed to eat oranges or drink 
orange juice. 


Stimulates Appetite 


“The consumption of oranges does 
not necessarily mean that they are 
substituted for something else,” said 
Mr. Armstrong, in commenting on 
some of the arguments against co- 
operative advertising of farm prod- 
ucts. “We have found that the con- 
sumption of orange juice frequently 
stimulates the appetite and thus re- 
sults in increased intake of other 
foods. While the ability of people 
to consume foods is limited, in gen- 
eral, it can be increased materially 
in individual cases.” 

Mr. Armstrong has been con- 
nected with the exchange for 20 
years, starting as a field contact 
man in the sales promotion depart- 
ment, calling on retailers and han- 
dling store displays, etc. The ex- 
change now has 25 men in this work. 
They operate under the advertising 
department, headed by W. B. Geis- 
singer. Retailers are conscious of 
and appreciate advertising of Sun- 
kist products, but are even more im- 
pressed with display material which 
they can use in their own stores 
and neighborhoods. 


W. C. Haley Dies 


William C. Haley, 47-year-old treas- 
urer of J. C. Dillon Company, Inc., New 
York, died at his home in Brooklyn 
Sept. 17. Before joining Dillon, he 
was advertising manager of Western 
Union Telegraph Company and had 
been with the Philip Ritter. advertis- 
ing agency and William Green print- 
ing house. 
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ADVERTISING AGE. 


We get a lot of indignant letters. They read like so many separate drafts from the 
same master pattern, and most of them start out in the vein of “Sir, as a father, I 
must protest the continued existence of your obscene publication.” 


Of course, they vary somewhat. Some don’t say obscene, but rather, lewd, vile, 
filthy. And some, strangely enough, couch their Puritanical protests in language 
that is scabrously unprintable, not to say unspeakable. 


We don’t argue back. From the beginning we have said, as plainly as we could, 
that Esquire is not for everybody. It is not for some men. It is not for most women. 
It is not for children at all. 


But sometimes, when these aggressively parental people write in to say that they 
cannot tolerate a magazine that is not fit for their growing sons and daughters, we 
have had the impulse to talk back. 


We have felt like asking some of these embattled fathers whether they permit 
themselves anything that is not fit for children. We wonder if they permit themselves 
any thoughts, throughout the twenty-four hours, that they would not want to express 
aloud to their children. We wonder if they allow, on any of the shelves in the house, 
from bookroom to bathroom and back, anything that is not fit for children. 


Now if they could, and would, truthfully say no to these questions, then we would 
be quick to say that Esquire is not for them. Neither, we would be inclined to add, 
are the best things in life. 


Esquire is an adult magazine. Adult is nota synonym for dirty. Those who think 
it is are probably people who have never encountered the word except on movie 
marquees, the weeks they read “For Adults Only.” 


But adult really means wholesome, in the best and broadest sense of the term. 
To possess an adult viewpoint is to possess the ability to see life unblinkingly and 
to see it whole. Esquire is a wholesome magazine, in the best and broadest sense of 
the term. 


Esquire treats as legitimate subject matter all the normal activities of civilized 
adult life. Its only aim, in treatment of its subject matter, is amusement. The ability 
to find equal amusement in all aspects of normal modern living is, after all, the 
mark of the civilized man. Here again, we use a word in its best and broadest 
meaning. Esquire finds amusement everywhere, in everything. But Esquire is 
“amused” thoughtfully, intelligently, and on a high intellectual level, much as that 
most civilized of modern men, Henry Adams, was “amused,” in his "Education of 
Henry Adams, by the multiplicity of life around him. 


Don’t think we are apologizing, then, when we say distinctly in our native 
tongue that Esquire is a strictly adult magazine devoted only to amusement. 
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Not all of our letters are indignant. Of course, they aren’t all unsolicited, either. 
Most of them, it is true, are from people who tell us what they think of Esquire 
whether we want them to or not. But occasionally we ask. 


A while ago, for instance, somebody in our circulation department thought of 
checking the current edition of Poor’s Register of Directorates against our sub- 
scription list and discovered that Esquire is read by a lot of very big shots indeed. 
You could have dropped Rickard’s six hundred millionaires among them without 
raising a ripple. We got curious about these Esquire subscribers among the ranks 
of the high and mighty and decided to ask two thousand of them to tell us just what 
they thought of the magazine. 


Well, their answers to our question didn’t mean any more than the answers from 
any other two thousand of our readers would have meant. Some of them liked the 
magazine almost extravagantly well. Some were so-so about it, saying they thought 
it was “very good.” And some said they thought the ads were the only good things 
in it from cover to cover. 


~ We aren’t going to quote. We figure that if testimonials bore us, they’d be almost 
certain to bore you, too. 


But one thing sticks in our minds, after reading the flock of letters that came 
back from this charmed circle of super gilt-edged readers. One man of this group, 
in answer to our question about liking the magazine or not, said that he was a sub- 
scriber to sixteen magazines, but that he knew the publication date of only one. With 
sixteen magazines a month coming into his home, most of which had been coming 
in for some years, he didn’t know which day of the month brought the new issue of 
which magazine. Not that it was anything that kept him awake nights wondering. 
It was just something that had occurred to him suddenly one day last summer, when 
he had occasion to be away from home for over a month. He was flying to the coast 
and, whiling away his time with the newspaper which the stewardess had handed 
him, he happened to notice the date. It was the fifteenth of the month. At the next 
airport he ran in to buy the new issue of Esquire. 


When he got our letter, asking his opinion of the magazine, he answered us say- 
ing that he didn’t quite know how to express it. There were a lot of things about the 
magazine that he liked. There were almost as many more that he didn’t like. But 
apparently Esquire had become a habit with him, like getting drunk one night a 
month (or maybe he said imstead of getting drunk one night a month) and he guessed 
the best answer he could make to our question was simply to tell us that Esquire was 
the. one magazine, out of the sixteen that carried his name on their subscription lists, 
of which he was conscious of the publication date. 


We thought it was a good answer. Esquire is a habit, like smoking. There are 
things to be said both for and against it. But more people seem to be taking it up 
all the time. 
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A lot of people, and particularly advertising men, ask us why the magazine is 
so big. The offhand rejoinder is that a man’s magazine ought to provide a man’s 
size menu for the reader. But the studied motive beneath Esquire’s unexampled big- 
ness lies deeper than that. We aim to make a magazine too big to be thrown away. 


A man won't throw away a half filled package of valuable merchandise. And 
that’s what Esquire is at the end of thirty days. Bookish people can and do devour it 
from cover to cover. But the average reader figures to be about half through one is- 
sue by the time the next one comes out. He buys the next one just the same, maybe 
because he wants to keep up with what Winchell calls Esquire’s nifties, perhaps just 


because Esquire is so highly habit forming. But he doesn’t throw the old one away. 
It’s still a half filled package. 


Maybe you think this is beginning to sound like organized hoping. A little dem- 
onstration in wish thinking. No, because we’ve got proof that this is what really 
happens. Not statistics, not surveys, and no finger prints either. But Esquire’s almost 
incredible longevity is proved by the mailman three or four times a day. 


For instance. This is being written toward the end of September, 1935. The cur- 
rent issue of Esquire is the one for October, 1935. But in the past week’s editorial 
mail there have been two letters asking about Stewart’s Handbook Of The South 
Seas, “as mentioned in a recent issue of Esquire,” and five letters and two postcards 
about “the piano playing article.” There was also one letter, this past week, asking 
for additional information concerning one or two details of the sportsman’s lodge, 
“as illustrated and described some time ago in Esquire.” The piano playing article 
appeared in the December, 1934 issue, the reference to the South Sea handbook was 
contained in an article in the issue for November, 1934, and the sportsman’s lodge 


was in the issue for April, 1934, published on March 15, 1934, over eighteen months 
ago! 


You see, a copy of Esquire, like England’s second Charles, is “an unconscion- 
ably long time a-dying.” 


At first, as in the case of some of the requests for reprints of certain cartoons, 
there may be thousands of letters and postcards each day for the first week or ten 
days after publication, dropping abruptly after that, and then remaining fairly level 
at a few score each month for many months thereafter. In the case of the piano 
playing article, for example, the mail has averaged not quite two letters a day over 
the past six months. For the preceding five and a half months the average on this 
one article was nine and a high fraction, not quite ten, letters a day. 


These, obviously, are extreme instances. Naturally, the mail doesn’t keep up on 
everything in every issue for a year or more. But the point is that mail comes in, in 
a flood at first and in a dwindly stream down to a tiny trickle at last, on something 
in every issue of Esquire, month after month for well over a year. 
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But so many people have the idea that only crackpots write letters to the editor. 
For our part, we can only imagine that this legend was fathered by some unbearably 
lonely editor. Maybe by one whose publisher had him on the carpet, wanting to 
know why nothing ever happened, no matter what their magazine put into print. 


Of course, there are fanatics and cranks in every magazine’s mail. And 
we wouldn’t, ourselves, go quite so far as Cosmopolitan went in a recent issue when 
it caressed its Dear Readers to the purring point by telling them that they are the 
magazine’s actual editors. 


But the overwhelming majority of the letters received at Esquire do seem to con- 
stitute a fair cross-section of the magazine’s readership. Most of them are the kind 
that never appear in the columns of The Sound and the Fury, because they are the 
quiet, thoughtful type of letter, devoted to either the transmission or the quest of 
serious information. Also many of these letters come from contented readers, and 
any city editor will tell you that the news value of contentment is nil. Nevertheless, 
while the Sound and Fury columns are mostly given over to the humor, conscious 
or unconscious, of spectacular exhibitionists, the bulk of the mail does really mir- 
ror the intelligence of the audience. 


- For instance. Every month, along with its glittering galaxy of big names, Es- 
quire publishes at least one story by an author who has not previously found his way 
into print. This is presented, with appropriate ballyhoo, as our “Discovery of the 
Month.” Well, our discovery for last June was a horse on us. It seems we “discov- 
ered” Ambrose Bierce, counted among the immortal dead all these many years. Our 
discovery story, presented as the first published effort of a struggling young author, 
turned out to be a tight paraphrase of a forty-year old Bierce masterpiece. 


_ Now that wouldn’t mean a thing to your practicing crackpot. The average lug 
thinks that Bierce is the plural of lager or bock. But by the morning of May 15 
(Esquire reaches some of its subscribers a day or two ahead of its regular newsstand 
sale date) there were about three dozen special delivery letters and telegrams point- 
ing out the derivation of our “discovery,” many of them pointing out in detail the 
parallels with the Bierce story. And from the fifteenth on, life at Esquire was a 
little Purgatory, with an average of well over a hundred letters a day being main- 
tained for almost two weeks, scores of which were scholarly documents tracing the 
story’s theme back of Bierce to De Maupassant, and back from him to a now almost 
forgotten writer of a century ago, Fitz-James O’Brien. And, the Sound and the 
Fury over that episode has not even yet (see October) died down. 


‘ If ever proof were needed that Esquire is read by the informed and alert, it was 
furnished in really embarrassing abundance then. 


There have been other instances too, like the time when we nonchalantly left out 
a few stuffy citations from Eddington and Jeans in a pretty deep scientific article by 
Maeterlinck, and were called for our slovenliness by dozens of pundits whose pres- 
ence in our audience we had not previously suspected. But a case like that is excep- 
tional, while the reaction to the Ambrose Bierce boner is typical. 
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In our January, 1934, issue we said that Esquire “hates to fall into the old ruts 
that have been worn so deep by the formula-type stories that comprise the bulk of 
the fiction in the so-called slick paper magazines. This is a man’s magazine. It isn’t 
edited for the junior miss. It isn’t dedicated to the dissemination of sweetness and 
light. It is addressed to an adult male audience, and feels that its stories ought, there- 
fore, to be allowed to depart from the beaten track.” 


Well, okay, says you, but how about the goofy endings? We're coming to that. 
There are various levels of magazine fiction. The lowest is the straight formula 
stuff or Type I, meaning, for the most part, re-writes of the story of Cinderella. The 
general pattern runs like this: a, bring ‘em together; b, tear em apart; c, bring ’em 
together again. 


A cut above this level is the manufactured or synthetic story, with stock char- 
acters put through the paces of routine plot situations. This is Type II. The pattern, 
in this case, is: a, the narrative hook, meaning a beginning in the middle of things, 
usually with the characters in an odd, surprising or awkward situation ; b, the expo- 
sition, which goes back to the beginning and explains how the characters got into 
the situation in which you met them; c, the “sock-spot,” being the climactic portion 
of the opus, where the author (or chef or manufacturer, as you prefer) puts in the 
element of suspense, or the aphrodisiac, or other plot complication ; d, the trick end- 
ing, running directly counter to the expectations raised, or implications given, by 
part c. 


Now, above these two levels of machine-made formula fiction lies the field of 
Type III, the character-integrated story, in other words the story whose plot, or lack 
of plot, is an integral and inevitable outgrowth of the honest depiction of individual 
character. This is the best story, in that this is the type that appeals to the mature 
and cultivated taste. But this is the kind of story, alas, whose ending is as inconclu- 
sive as that of life itself which ends, much more often than not, with little accom- 
plished and nothing proved. 


If Esquire were a literary magazine, it would run nothing but. Type III.: [fit 
were a women’s magazine, it would run almost nothing but Type I. But being what 
it is, a magazine for the literate but not necessarily the literary, for.the intelligent but 
not ‘necessarily the intellectual, it must try to provide, every month, a balanced bill 
of fictional fare made up of the best available selections from Types. Tl and III. And 
inevitably, in a magazine for intelligent adults, the selections from Type III must 
predominate. 


The foregoing paragraphs really should have been in quotes. They’ re bscsisieeid 
stuff and we cheated a bit in using them here. They were first printed as an editorial 
in Esquire, at the beginning of its second year as a monthly. Now Esquire is on the 
threshold of its third year. But all this is still true—“a gent foe the: literate if 
not the literary, for the intelligent if not the intellectual.”:) iyo: 
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“Yes, but the cartoons certainly pander to the lowbrows!”” Well, you may be 
right. We’ve heard it so often we’re almost ready to believe it ourselves. 


But the point permits argument. There are lowbrows and lowbrows. And one 
kind of lowbrow is a highbrow relaxing. 


Is the attendance at musical comedies confined to teamsters? Are detective sto- 
ries read only by gangsters? Are risque anecdotes passed around only among bus- 
boys and shipping clerks? 


Here, listen to this: 


I sat next to the Duchess at tea, 

It was just as I feared it would be: 
Her rumblings abdominal 

Were simply phenomenal 

And everyone thought it was me! 


Pretty vulgar, ehP Some ignorant lowbrow, loafing on the job, amused himself 
making that up, wouldn’t you say? But still, notice those big words, “abdominal” 
and “phenomenal.” Doesn’t that presuppose a certain degree of culture, indicating 
that the lapsed grammar in the last line is conscious and purposive? 


That’s right. The author was Woodrow Wilson. 


Is it vulgar? Sure. Is it funny? Yes, above a certain social and intellectual 
level. It wouldn’t be very funny to a truck driver. A prize fighter might possibly 
think it was funny, after it was translated. But it presupposes a certain familiarity 
with the amenities, to get the humor that is in it. 


Esquire presupposes, for enjoyment, a certain intelligence, a certain cultural 
background. In this respect, Esquire is all of a piece. Lusty as some of its printed 
and pictorial contents may be, their point is lost on people who are below a certain 
level of intelligence. 


For want of a better word, we define this level of intelligence only as adult, and 
when asked about policy, we simply say that Esquire stands for anything that will 
afford amusement to men of intelligence. We don’t mean “gentlemen,” as such, or 
“intellectuals,” as such. Nor, when we say men of intelligence, are we thinking of 
men above any one particular level as far as educational background is concerned. 
We mean, simply, any and all men who have adult minds. We have known woods- 
men who possessed this intelligence, and Ph. D.’s who lacked it. 


This is why we are inclined to be mildly disgusted when we meet the unthinking 
criticism that Esquire is contradictory in its make-up, that its text is highbrow and 
its pictures lowbrow. Like a monthly stag party of professional men, Esquire pre- 
supposes the possession of a certain intelligence for attendance in the first place— 
and the right to relax, once inside. 


Incidentally, where would you rather meet these men, where they’re frowning 
and intent upon their business, or smiling and relaxed, bent only on amusement? 
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Then, too, a lot of people take us to task for being trivial, for having no signifi- 
cant “policies.” They complain that the magazine has no social mission, takes no 
“stand” on anything, lacks any real raison d’etre. 


Well, we admitted there were things to be said both for and against Esquire. 
They have us there, all right. We’re not educational, like the Atlantic Monthly, or 
Republican like The Saturday Evening Post. We haven’t even got a profound socio- 
logical reason for running pictures of partly dressed women, like The National 
Geographic. Nor do we, like The American Mercury, crusade against anything. 
We don’t seem to be “against” anything, except, maybe, boredom. 


And nobody “needs” Esquire for anything—unless, possibly, for guidance in 
how to dress well. That’s our only social service, we’re afraid, and even that per- 
tains to one of life’s more superficial aspects. 


Esquire is as useless as cigarettes, or liquor. But the funny thing about these 
admitted luxuries, that fulfill no essential function and serve no really necessary pur- 
pose, is that people go right on buying them whether they need them or not. It’s 
like taking a bath, you just go on doing it. 


Look at Esquire’s newsstand sales, for example. There’s nothing that makes a 
man come back to a newsstand, unless he wants to. If he comes back for another 
copy of Esquire, it isn’t because he needs a new copy, but just because he wants it. 
Since January, 1934, Esquire’s newsstand sales have tripled. Last month (Septem- 
ber issue) our newsstand sales were a hundred and ninety thousand, or seventy per 
cent of the total net paid circulation of two hundred seventy thousand. 


Aside from the nickel weeklies, we know of no other magazine that has this 


high proportion of single copy sales. Certainly no magazine of Esquire’s general 
class comes even close to this percentage. 


So if we can’t prove that Esquire is a magazine that is really needed, we can at 
least prove that it is avidly wanted. And perhaps we can’t show, either, that Esquire 


is educational or “improving,” but it’s a pipe to show that it is enjoyable and 
interesting. 


Plenty of improving journals, dedicated to the furtherance of this or that “ism,” 
lie undisturbed on library tables, or in hallways where the mailman tosses them, 
every month. But when a magazine makes men step out of their way to a news- 
stand, for the privilege of laying down the largest current metal monetary unit, a 
sizable sum like fifty cents, then you can be sure of one thing at least—that maga- 


zine has roused an active and immediate desire to open it up and get a look at its 
insides. 


And when almost two hundred thousand men do that every month, that’s more 
than news. (It’s news that there are that many men who have got fifty cents!) But 
when a magazine can pry out that many coins, of that denomination, and go right 


on repeating the performance, that’s not merely news, that’s publishing history. 
It’s never been done before. 
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Then, of course, the question comes up, whenever Esquire’s record breaking 
growth is mentioned, “Amazing, all right, but is it class?” This, by frequency of 
repetition, has come to take rank with the classic, “I like it, but is it artP” 


Well, maybe it isn’t a class magazine. Or maybe it is, but in a class by itself. 


There are things that do make it hard to maintain that this is a class magazine. 
For one thing, the circulation isn’t bunched around Long Island and environs. It’s 
as national as the income tax. And just about as efficient in ferreting out the pres- 
ence of money, wherever it may lie. 


Then, too, there’s the matter of advertising performance. It certainly doesn’t 
act like a class magazine. Again and again, in the past year, Esquire has out-pulled 
mass magazines, with the same copy. We mean direct returns—you know, keyed 
copy, coupons, requests for booklets, et cetera. That’s practically heresy for a class 
magazine. Then there’s the fact that Esquire is now up in the big numbers. Adver- 
tisers and readers, together, spend about three million dollars a year on it. And its 
circulation, right now, is very nearly half of that of all the major class magazines, 
outside the women’s magazine field, lumped in together. For instance, Esquire’s 
present circulation, at the tender age of two, is almost fifty per cent of the combined 
circulation of Fortune, Atlantic, Scribners, Harper’s, Forum and Vanity Fair. 


Then there’s the fact that among all magazines, Esquire is the world’s largest 
single user of fine coated paper. And it seems hard to think of a class magazine as 
being the world’s largest anything. 


So sometimes, thinking of how little Esquire resembles the general conception of 
the average class magazine, we are tempted to soft pedal the fact that it is one. 


But it is a class magazine, and for no better and no worse reason than this: 


Its appeal may not be limited to people with broad a’s, its contents may not be 
confined to chatter of the goings-on in a restricted circle of society, but its appeal 
is limited to people who have ready money, from which they are easily parted. Re- 
member that laying down a half dollar fora single copy of a magazine that doesn’t 
teach you anything and that you don’t particularly need, is in direct ratio to laying 
out $115 for a suit of clothes or $3500 for an automobile—it isn’t necessary but it’s 
fun if you can afford it. In society, a man may do that and still be a rank parvenu. 
But in business, where the only aristocracy is the dollar, and the dislodgable dollar 
at that, he’s class. We share with you the pious hope that his numbers may increase. 


As Leo McGivena’s Tell It To Sweeney advertising has long since taught us all, 
the dime dispensing tycoon and the diamond tiara’d dowager are rotten prospects 
for people with things to sell. Their needs are few and their wants are fewer still. 
Esquire has more than its share of them, too, but we’re not bragging about them. 
They’re practically our only waste circulation. Class, from the advertiser’s point 
of view, is not heavy moneyed circulation, but ready moneyed. 
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Search out the spenders, then, if you would segregate Class. For they are the 
ones who will buy the most, with the least pressure of need. 


Esquire is tailored to the spender’s measure. Everything about it is carefully 
calculated to appeal to the here-today-gone-tomorrow, live-for-the-moment type. 


Please remember that, every time you look at a copy of Esquire. You can read- 
ily see for yourself that it is so. Perhaps remembering this will make you under- 
stand, if not condone, some of the things about the magazine that you, as an indi- 
vidual, may happen not to like. Just between us, and speaking for the moment not 
as business men but as individuals, it is the justification for some of the things 
about the magazine that we don’t like ourselves. 


The magazine has found its audience, and fits it like a glove. It has come to 
know that audience better than most periodicals, big or little, ever know their read- 


ership, because Esquire, from the beginning, has been the most intimate of 
magazines. 


And knowing the average reader—that is, the typical, the composite Esquire 
addict, we realize that there are things to be said both for and against him, just as 
there are things to be said both for and against the magazine that mirrors his per- 
sonality and his philosophy. 


For example, he is a very shaky bet to endow any universities, or to leave monu- 
ments behind him in the shape of any such good and lasting works when he goes. 
He drinks too much. He drives too fast. And he swears, upon no provocation at all. 
As his pal, we will stoutly maintain that his interest in sex is healthy, but we cannot 
deny that it is lively. And he hasn’t been to church since the last time he ushered at 
a wedding. And, try as we may, we have yet to find a subject that he considers sacred. 
And he’s a sailor with his money—only it ought to be spelled with an “e’’; he sails 


for every new thing that comes into his ken and more often than not, for no good 
reason. 


He’s rather inclined to be vain and self indulgent—apt to be a trifle over eager 
to be first with new things, from cocktail recipes to clothes and cars. 


There’s an even chance that you would hesitate to accept him for some things. 
Quite possibly you would hesitate to take him into the bosom of your family, or 


even to propose him for membership in your club. But you couldn’t possibly hesi- 


tate to accept his business, because the Grade A spender is the prime prospect. 


And so with his magazine. It’s flippant, cynical, frequently superficial, and 
sometimes somewhat brash in its sophistication. Perhaps that’s why some of you 
have told us that you “don’t want it in your home.” 


But if you’re in business to sell, and you’re in a pretty funny business if you 
aren’t, do you insist on having your every prospect up to meet the wife and kids 
before you will accept his money? 


Look at Esquire that way. You don’t have to /zke it, do you, as long as it’s doing 
its jobP 
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“Yes, but how long will it be doing its present job? Granted that it has broken 
the records of the publishing business as often as it has broken the traditions— 
granted that its success has been spectacular, how do I know it will last?” 


Why, bless your heart, you don’t. It may go to pot any day, along with you 
and the banks and the government. Who knows where any of us will be five years 
hence, or even threeP Maybe we’ll be seeing you in a concentration camp! 


But that line of thought gets us nowhere. Besides, it’s an evasion of the ques- 
tion. You aren’t thinking about your advertising for 1940, or for 1938. You aren’t 
ready to schedule ads for those years. And even if you were, we wouldn’t take 
them. So why speculate about the future, beyond next year? What you’re think- 
ing about is your advertising for 1936. And so are we. 


We don’t know how long Esquire’s present success will continue. For twenty- 
odd months the circulation has been going up like a rocket. And of late the adver- 
tising lineage has been going up at an even sharper angle. There must be a satura- 
tion point somewhere. Things don’t go on up like that indefinitely. But all we know 
is that so far we have seen no signs of the ultimate and inevitable “levelling off” 
process. And as prophets we’re punk, and we’ve proved it. We said once, in print, 
that our probable saturation point for circulation would be 200,000. We made that 
as a prediction, thinking of it at the time as a far-away objective. Within a mere 
matter of months, we had passed the 200,000 point like a Duesenberg passing 
a truck, and we decided that prediction was out of our line. 


Earlier in these pages, when we wanted to use a figure, we called the circulation 
department to ask them what would be a good, safe, conservative number to use as 
“the present net paid circulation,” and they said, “Oh, tell ’em almost a quarter mil- 
lion—it’s over the two hundred fifty thousand mark now so you’re very safe in 
saying that.” 


After we’d gone on a few pages they called us back to give us a correction. It 
seemed they had just received their September figures, so they said that we had bet- 
ter change our copy to read two hundred seventy thousand. And by the time this 
achieves print, this figure too will be outgrown. That’s the way the magazine is 
going now. 


And as for our advertising rate, it can’t be raised often enough or fast enough 
to maintain a decent ratio to the circulation. Advertisers using Esquire for the 
first nine months of this year, at the rates prevailing throughout the period, have 
had a bonus of 38.6 per cent, or $386 circulation dividend on every thousand dol- 
lars invested in Esquire space. 


How long will that lastP We don’t know, but no longer than we can help. We 
also are in business to make money. 
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But magazines do have a way of wearing out. Like people, they are prone to 
such afflictions as growing old, or going stale, or just plain getting tired. 


Times change, and with the changing times there are bound to be changing 
tastes. And it is changing tastes that govern the rise and fall in the popularity of 
magazines. 


The public’s mood is changing all the time, but the change is so gradual that 
it is hardly perceptible from week to week or even month to month. 


Look at your own hand. Then stop to reflect that it is not the same hand you 
had seven years ago. It looks the same and it feels the same and it is hard to realize 
that change has taken place in it, imperceptibly, day by day. The human being 
effects a complete change of skin every seven years, but unlike the lower forms of 
life, the snake for example, man is not forced to make this change so abruptly as 
to be aware of it. We don’t have to crawl out of our skins, spectacularly at one time 
at any one given season. The change is so gradual that nobody but a dermatolo- 
gist is constantly and consciously aware of it. And the public changes its think- 
ing, its tastes and mood, as gradually and imperceptibly as it changes its skin. 
Only a small class of specialists, editors for instance, need be constantly and con- 
sciously aware of it. Not all of them are aware of it. And of those who are, not all 
are in a position to do anything about it anyway. 


Periodical publications must be cut to a pattern, and very rare is the pattern 
that permits constant change, so gradual as to be imperceptible. That’s why you see 
magazines being reorganized, reissued with “a new policy” and often with a new 
name. Magazines that are cut to a narrow pattern must accomplish their “skin- 
change” with an abrupt metamorphosis. Some magazines refuse to change, and that 
is why we have the familiar sight of once-great journals, bearing proud and vener- 
able names, now fallen not merely in advertising, but in circulation and in influ- 
ence, too. 


Esquire’s one basic success secret, fundamentally the only thing it has on the ball, 
is its self-regenerating publishing formula, the breadth of its editorial pattern. If 
you look at it, as a casual reader, from month to month, you will not be aware of 
its constant change. But if by chance you own a copy of Volume I, Number 1, 
and compare it with a current issue, the difference will astonish you. And if you 
keep a current issue and make the comparison again two years hence, you will be 
in for another little session in amazement. 


This is the real answer to the question of how long it will last. Esquire is for- 
tunate in being wedded to no set policy, confined to no missionary attitude (look 
what happened to The American Mercury after the public caught up with 
Mencken’s attitude toward Babbitry and boobery) and. restricted to no narrowly 


specialized vein of subject matter. The very nature of the magazine is its own best 
insurance policy. 
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Esquire may or may not retain its present position as the mostly widely discussed 
magazine in America. Naturally we hope it will. And we have tried to show that 
its chances are better than average. And, of course, we will try our best to keep it 
up there, in its present position. 


But champions try their best to keep their titles, too, yet championships have 
a way of changing hands. And no champion stays at the top of his form forever. 
Think back a bit and you will realize that in the magazine world, as in the sports 
world, there is always some one standout—one spectacular and colorful champion 
that captures the public’s imagination. Once it was Vanity Fair. Then it was 
Time. Then it was The American Mercury. Next it was the New Yorker. Then 
it was Fortune. At the moment it is Esquire. Nobody knows what it will be next. 


The best days of a magazine last only as long as the period for which it happens 
to hold the spotlight. It’s a lot like a musical comedy routine. All the pretty girls 
are lined up across the stage. One steps out and does her specialty and, for a mo- 
ment, attention is focused on her, along with the spotlight. Then she steps back into 
line. The applause continues, even after she has rejoined the ranks, and she may 
step forward more than once to take a bow, but very soon the spotlight has shifted, 
as another one comes out to do her turn. She, too, will have a brief time in which 
she is the most important thing on the stage, and then the big moment is over and 
she is lined up with the others. Of course, they don’t go off and die, the minute 
the spotlight shifts. And each, for some proportion of the audience, remains more 
appealing than any of the others. And although the spotlight does not stay with 
any one of them, they’re all out in plain sight. The point is that only one holds 
the spotlight at a time, and none holds it forever. 


Each keeps an inviting smile on her face, looking just as pleased with herself 
as when she was out front holding the bright light, but each knows and the aud- 
ience knows, that in the very nature of the passing show’s routine, her biggest 
moment is over. 


It’s the same with magazines. They can’t all hold the center of the stage at 
once, and the best of them can’t hold it indefinitely. They may be as good as ever, 
after they’ve yielded first place in the limelight toa newcomer. They may even be 
better. Settling of that question is why space buying is a full time job. And the 
formation of an advertising schedule consists of skillful and scientific selection, out 
of the scores of magazines that crowd every newsstand, of the combination that 
will do your product the most good. 


There is only one “must” on the schedule of every adroit buyer of advertising, 
who keeps a sensitive finger on the pulse of public acceptance. That is the mag- 
azine that happens, at the moment, to be holding the center of the stage. The mag- 
azine that is being talked about, passed around, shown to callers and discussed 
even among chance acquaintances. 


At the moment, that magazine happens to be Esquire. How long it will be, 
you don’t know and neither do we. But we shouldn’t both worry about it. You 
can’t lose. 
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RECITES THE ROMANCE OF CHEMISTRY 


It started ome Saturday night 
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bow chemical 


One of the advertisements in the new institutional series for Du Pont, 
which tells of the vast intricacies of the chemical industries. 


DU PONT WILL 
WAGE CAMPAIGN 
OF EDUCATION 


To Highlight Value of Chem- 
ical Research 


Wilmington, Del., Sept. 26.—Start- 
ing in October, E. I. du Pont de 
Nemours & Co, will launch a nation- 
wide advertising campaign stressing 
the importance of chemical research 
and pointing out how du Pont prod- 
ucts add to the comfort and well- 
being of consumers. 

Features of the campaign will be 
a weekly coast-to-coast radio pro- 
gram, and a series of full-page ad- 
vertisements in the Saturday Eve- 
ning Post. Similar advertisements 
will be carried in a group of college 
newspapers. 

The campaign also includes fur- 
ther showings of “The March of 
Chemistry,” an exhibit of du Pont 
products which has been shown at 


the National Cotton Show, Memphis; 


at Marshall Field & Co., Chicago, and 
at Eastern States Exposition, Spring- 
field, Mass. 

The radio program, entitled ‘The 
Cavalcade of America,” will be 
broadcast every Wednesday at 8 p. m., 
EST, starting Oct. 9, over 48 CBS 
stations. 

In keeping with the du Pont com- 
pany’s historical batkground, “The 
Cavalcade of America” will portray 
the life and actions of the American 
people as revealed through voices 
speaking across the years. 


Will Be Historical 


The program will consist of little- 
known but authentic incidents from 
American history, re-enacted so as 
to emphasize the qualities of Ameri- 
ean character which have been re- 
sponsible for the building of the na- 
tion. 

The program is designed to fill, in 
some measure, the demand for radio 
entertainment of high calibre, suit- 
able for the entire family, yet inter- 
esting to various age groups, vivid 
and thrilling without being too sen- 
sational, according to the company. 

Commercial announcements will 
stress the application of chemistry 


to human needs without extolling 
the merits of specific products. The 
sponsor has planned to make these 
brief stories of research and indus- 
try as interesting as the entertain- 
ment features of the program. 

The advertisements which will ap- 
pear monthly in the Post and in the 
college publications will depict “hu- 
man interest” scenes, illustrating 
how chemistry touches everyday life 
in many ways. 

“The March of Chemistry” is an 
exhibit of products made and sold 
by du Pont, as well as those du 
Pont products incorporated in manu- 
factures of other companies. It was 
described in detail in the July 15 
issue of ADVERTISING AGE. 

The new campaign has been de- 
signed to back up sales and advertis- 
ing efforts of each division of the 
company, and to provide added stim- 
ulus to those who sell or resell du 
Pont products. 

The agency is Batten, 
Durstine & Osborn, Inc. 


Barton, 


Compiles Anthology 


of Famous Slogans 


The forthcoming third edition of 
Burton Stevenson’s “Home Book of 
Quotations” will include a new sec- 
tion on advertising slogans, such as 
Packard Motor Car Company’s “Ask 
the man who owns one,” and Wash- 
burn-Crosby’s “Eventually, why not 
now?” 

Advertisers and agencies who 
would like their slogans included are 
asked to submit them to Mr. Steven. 
son at Chilicothe, O., together with 
data about the origin, author and first 
appearance of the slogan. 


Duggan Joins Roche, 
Williams & Cunnyngham 


F. E. Duggan, account executive 
with Frederick & Mitchell, Chicago 
agency which is liquidating, has 
joined Roche, Williams & Cunnyng- 
ham, Chicago. 

Mr. Duggan will continue to direct 
the accounts of the D. D. D. Corpora- 
tion, Batavia, Ill.; Kenton Pharmacal 
Company, Covington, Ky.; Nurito 
Company, Chicago; and Popular Me- 
chanics, Chicago. 


Shouse Joins Stack-Goble 


James D. Shouse, formerly with 
Columbia Broadcasting System, has 
joined Stack-Goble Advertising 
Agency, Chicago. 


Stouffer Becomes Editor 


W. H. Stouffer has resigned as 
publicity director of Esquire to be- 
come editor of The American Dry 
Cleaner, Chicago. 


Radio Broadcast 
Links Plymouth 
Dealer Meetings 


Detroit, Mich., Sept. 26.—Plymouth 
Motor Corporation will use a nation- 
wide radio broadcasting hook-up Oct. 
3 to link meetings in 34 key cities 
where 12,000 automobile dealers will 
preview the 1936 Plymouth behind 
guarded doors. This is the third 
time Plymouth has used a national 
radio hook-up to discuss its plans 
with dealers. The program will be 
heard from 12:15 to 1:15 p. m. EST. 
While the hour broadcast will be 
a business conference for 100,000 
salesmen and dealers, timed so that 
it will reach the 34 dealer meetings 
in key cities just prior to unveiling 
of the new models, Plymouth will 
make it a sufficiently exciting affair 
to interest the radio public as well. 
Amos 'n’ Andy, Lou Holtz, Lowell 
Thomas, the Grand Duchess Marie, 
Boake Carter, Howard and Shelton, 
and Howard Barlow and his orches- 
tra, as well as Plymouth officials, 
will take part in the broadcast, 
which will be made from New York. 
Lowell Thomas, as master of cere- 
monies, will tell the “behind-the- 


scenes” story of the 1936 Plymouth’s 
development in the engineering lab- 
oratory and on the testing grounds. 

The dealers will be assembled in 
auditoriums, theaters, and hotel ball- 
rooms in the cities selected. Motion 
pictures will supplement the radio 
broadcast in bringing the story of 
the 1936 Plymouth, and the men who 
built it, to the assembled dealers. 

Microphones installed in the Ply- 
mouth assembly plant in Detroit will 
pick up the voice of Paul C. Sauer- 
brey, vice-president in charge of Ply- 
mouth production. His brief talk 
will have as its background the 
sounds of the factory in production 
on the 1936 model. 

J. Stirling Getchell, Inc., 
is the agency. 


Detroit, 


Promotional 
Lineage Is Up 


Chicago, Sept. 26.—Promotional 
advertising in the advertising field 
in August showed an increase of 15.5 
per cent compared with August, 1934, 
a tabulation released here today in- 
dicated. The volume also increased 
about six per cent as compared with 
July of this year. 

Newspapers continued to hold a 


decided margin of superiority over 
any other medium classification in 
volume of promotional copy in Au- 
gust. They were responsible for 
71,148 lines, or a total of 33.8 per 
cent of 210,182 lines published dur- 
ing the month. Magazines were 
second, with 51,114 lines, or 24.3 per 
cent. 

Other classifications accounted for 
the following lineage: radio, 17,346; 
business papers, 15,638; advertising 
production, 14,042; paper, 9,642; farm 
papers, 9,016; advertising agencies, 
8,508; signs and displays, 3,374. 

The publications on whose lineage 
figures the tabulation is based are as 
follows: 


Lines 
ADVERTISING AGE (W.)........ 75,096 
Advertising & Selling (b.w.). 41,510 
Printers’ Ink Monthly....... 15,638 
Pe OE, ee 41,356 


Sales Management (b.w.).... 18,578 
SE ED + ss ccidneah vena caren 18,004 


Stocker Joins Sweeney 


Charles F. Stocker, formerly vice- 
president of Grinnell Lithographic 
Company, has joined Sweeney Litho- 
graph Company, Belleville, N. J. 

Prior to the connection with Grin- 
nell, Mr. Stocker was with Robert 
Gair Company for 15 years. A few 
years ago he organized Gair Old 
Timers, open to men who had served 
the Gair company ten years or more. 


cision - the Louis-Carnera 


over 1,000,000 
outside of the state 
will attend the 
Connecticut Tercentenary 
Exercises this Summer 


WHEN IT’S NEWS — THE WORLD STOPS TO LISTEN 


Few radio features command such a large 
and attentive audience, every day, as the 
Transradio Press Service - 
for sponsorship over WTIC. 

Back of its popularity is a long record 
of spectacular beats: the NRA death de- 


Hauptmann trial - the killing of John Dill- 
inger - and dozens of others. 

Note well these two important facts about 
this program. First, people simply cannot 


- listen to hot news with their ears half 
open. They drink in every word. Second, 
WTIC gives you a tremendous audience. 
1,500,000 in the primary coverage area; 
680,000 additional in the secondary cov- 
erage area (Jansky & Bailey Survey figures). 

Transradio Press Service is given daily 
at 8:00 A.M., 1:00 P.M., 6:30 P.M. and 
11:00 P.M. - 15 minutes each time. It 
may be purchased in whole or in part. 
First come, first served. 


WTIC 


50,000 WATTS 
HARTFORD - CONNECTICUT 


The Travelers Broadcasting Service Corporation 
Member New England and NBC-WEAF Networks 
PAUL W. MORENCY, General Mgr. 


now available 


knockout - the 


JAMES F. CLANCY, Business Mgr. 


NEW YORK OFFICE, 220 EAST 42nd STREET J. J. WEED, Manager 
CHICAGO OFFICE, 203 N. WABASH AVENUE C. C WEED, Manager 
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Sales Control 


Chief Topic of 
Specialty Men 


Chicago, Sept. 26.—A spirited de- 
bate as to the relative value of news- 
papers and trade papers in advertis- 
ing for salesmen marked the 32nd 
annual convention of the Advertising 
Specialty National Association at the 
Stevens Hotel this week. 

While it was conceded that news- 
papers outpull trade papers, several 
of the debaters argued that the 
quality of inquiries produced by busi- 
ness papers was high. An argument 
against newspaper advertising was 
that it produced inquiries from men 
without previous selling experience. 
One speaker, however, said that his 
company has developed its most pro- 
ductive salesmen from men making 
their first dive into this branch of 
business. 

W. L. Heath, Whitehead and Hoag 
Company, Newark, N. J., presided at 
the sales promotion meeting held 
yesterday. The session was devoted 
largely to control of salesmen, who 
are prone in the advertising specialty 
field to take on side lines in spite of 
the fact that they are paid to repre- 


sent a single house. Eventually, 
they become “Walgreen drug stores,” 
it was said. 

One manufacturer has solved this 
problem by paying a deferred bonus 
on two per cent of sales when a cer- 
tain minimum is reached. If the 
salesman leaves the company for any 
reason, he forfeits his bonus. Dab- 
bling in side-lines is deemed reason 
for discharge. 

Indications were that the Adver- 
tising Specialty National Association 
will return its headquarters to Chi- 
cago after having spent a year in 
Washington. 


Vining, Johnson, Change 

E. Crosby Vining has resigned 
from the Chicago staff of John B. 
Woodward, Inc., to join the Mutual 
Benefit Life Insurance Company. 
P. O. E. Johnson, formerly of the 
Woodward Detroit office, and more 
recently with the New York Times, 
is joining the Chicago office of John 
B. Woodward. 


Opens Chicago Office 

A. J. Norris Hill Company, repre- 
sentative of the Major College Pub- 
lications group, has opened a new 
office at 35 E. Wacker Drive, Chi- 
cago. The telephone is Central 7331. 
A. J. Norris Hill is in charge, as- 
sisted by Norris Hill, Jr., and Carl 
Megelin. * 


Blumenschine Made 


Best Foods Head 


Leonard G. Blumenschine, for the 
past 12 years executive vice-president 
of the Hecker H-O Company, has been 
made president of The Best Foods, 
Inc., New York, jointly owned by Gold 
Dust Corporation and General Foods 
Corporation, it was announced this 
week. 

Beside Mr. Blumenschine, the Best 
Foods board of directors consists of 
Henry P. Werner, chairman; Gustav 
Winckelman, Clarence Francis and 
Charles Metcalf. 


Armstrong Products 
Names Cole-Anspach 


Armstrong Products Company, 
Huntington, W. Va., manufacturer of 
gas heaters, electrical specialties and 
hardware, has appointed Cole-Ans- 
pach, Inec., New York, for its adver- 
tising. Business papers and national 
magazines will be used this fall. 

Formerly known as Armstrong 
Mfg. Company, the company has re- 
organized and is formulating plans 


for expansion. 


Forgie to Buffalo Agency 

Norton R. Forgie, associated for 
several years with Lyddon, Hanford 
& Kimball, Inc., and more recently 
with Landsheft & Bonning, Inc., 
Buffalo, has joined Baldwin & 
Strachan, Inc., Buffalo. 


Propte WHO MAKE THE NEWS 


READ THE 
Atlantic 


36 business and financial news items in a single 
recent month’s issues of Cleveland papers featured 
the names of Atlantic subscribers — items which 
identified these people as dominant influences in 


the city’s most important enterprises. 


In addition during that same month, Atlantic 
subscribers were mentioned: 


50 times as ‘‘leaders in thought” 

94 times in the social and travel columns 

34 times in connection with politics. 
—-a total of 214 news stories. 


Furthermore, of the 680 subscribers in 
Cleveland, the names of one out of seven 
appeared in these clippings — many re- 


peatedly. 


This analysis is typical of Atlantic sub- 
scribers the country over. If you want to 
reach the important men and women in 
every community in America, use 


“A tlantic 


MOST QUOTED PERIODICAL IN AMERICA 
Boston * New York * Chicago * Los Angeles * San Francisco 


SURPRISES ALL 


Part of RCA promotion this year 

consists of this mechanical man, 

said to have baffled checker play- 
ers in many countries. 


RCA LINES UP 
STARS FOR ITS 
SUNDAY SHOWS 


Puts Robot “Checker Player 
On Extensive Tour 


Camden, N. J., Sept. 26.—Radio 
Corporation of America will bring 
together a galaxy of stars in radio 
and music for its new Sunday after- 
noon radio show, to be heard from 
2 to 3 p. m., EST, over 55 stations 
in the NBC Blue network, starting 
Sunday. 

In general, it is said, each program 
in the series will feature a sym- 
phony orchestra, a popular orches- 
tra, a guest symphony orchestra, a 
guest “jazz” conductor, a guest con- 
cert star, and a guest “jazz” star. 

For the first program, according 
to reports, RCA plans to present 
Frank Black’s orchestra; Walter 
Damrosch; Paul Whiteman; a piece 


from the motion picture, “Alice 
Adams,” with Katherine Hepburn; 
John McCormack; and Amos ’n’ 
Andy. 


Baffles Experts 

In addition, the program will in- 
clude short-wave pick-ups from all 
over the world and a selection of 
news oddities. All units of Radio 
Corporation of America will sponsor 
the show jointly. 

RCA’s new traveling good will 
missionary, the Magic Brain Checker 
Player, was launched on its career 
at the opening of the New York 
Radio Show last week. Next, the 
robot will come to the Radio and 
Electric Show in Philadelphia, which 
opens Oct. 11, and thence it will be 
routed about the country to similar 
shows and distributors’ windows. 

The robot, known before its latest 
christening by RCA as Ajeeb, was 
displayed on the Steel Pier at At- 
lantic City last summer. At that 
time he wore his own head—a life- 
like top-piece with the headdress, 
features, and hirsute adornment of 
a Moor. This has been replaced with 
the modernistic head which has be- 
come the symbol of RCA’s “Magic 
Brain” radio receiver. 

Cut squarely in the “chest” of 
the life-size figure is a window 
through which a light is shown dur- 
ing demonstrations to, prove that no 
human hand operates the uncanny 
mechanism which has held the 
world’s best checker players to a 
draw and remains unbeaten after 
more than a century and a half of 
existence. The robot was built in 
1769 by Baron M. de Kempelen, a 
Hungarian. Frank Frain, of New 
York, Ajeeb’s present master, will 
accompany the robot on its tour for 
RCA. 


Resigns Brewine Account 


Bass-Luckoff, Inc., Detroit, is no 
longer handling the advertising ac- 
count of C & K Brewing Company. 


Relatives Assert 
Liquor Ads Defile 
Memory of John L. 


Boston, Mass., Sept. 26. — Judge 
Wilford D. Gray of Suffolk Superior 
Court has declined to issue a tempo- 
rary injunction restraining James S. 
Clark from featuring the familiar 
fighting pose of John L. Sullivan, 
former world’s champion pugilist 
and in his later years an ardent pro- 
hibitionist, on labels of whisky bot- 
tles or liquor-distributing trucks. 

The restraining order was sought 
by nearest relatives on the ground 
that use of the illustration is an in- 
fringement and trespass, that their 
feelings as relatives are outraged, 
and that the illustration is degrad- 
ing to the memory of Sullivan as 
a zealous prohibitionist. 

The nearest of kin state that they 
never gave permission for certain 
concerns engaged in the liquor busi- 
ness in Boston to use Sullivan’s 
name or picture on bottle labels or 
on discributing trucks. 


Benneyan to “American” ; 
Moore Is Transferred 


George Benneyan, for the past 14 
years promotion manager of the New 
York Sun, has been appointed direc- 
tor of all promotion for the New 
York American. 

Louis J. F. Moore, promotion man- 
ager of the American for the past 
six years, has been added to the gen- 
eral management staff of Hearst 
Newspapers. 


Starts “Safety Patrol” 


F. C. Singleton has begun publi- 
cation of Junior Safety Patrol in 
Chicago. Distribution of 20,000 is 
free through school principals. 
Powers & Stone, Chicago, have been 
appointed national advertising repre- 
sentatives. 


RAPID 


COPY SERVICE CO. 


OW will this photo 

look in that layout? 
Why guess, why sketch? 
Get a Rapid photostat 
and KNOW. 


e SIX BRANCHES -« 


NEW YORK 
415 Lexington ...... 444 Madison 
VAnderbilt 3-3680 


~ 
CLEVELAND 
Union Trust Bldg. 
Main 9335 


« 
CHICAGO 
110 So. Dearborn .. . 228 No. La Salle 
360 No. Michigan Ave. 


STAte 5977 


oo 


Ste ene : | 
&g pe | a P| 
| | a 
&g fe f Pgs. , “4 - 
oe cua Sa | 
a ae | 
Behe Uh alae 
a a 
eo ea 
noe oO 
tie é . : GT _ ———___ 9 aa 
| a 
~~ ot Mey ls 
oe ee 
i a i : Ney, “i - y @ 
| Qn, Sin 
| We, 9 nsisiieitneimieeninainens 
5 a fo Mfy Re ae eee 
ee ora A Ne, : aa 
eae. bean on 4n ™y & “%, hes | | LF YOU WANT | 
Lo m%,. fon” Of rg Qe. ° ‘ ii GOOD PHoloSTATS, 
“a my My Cie, “he 2 & ie & Quick, CALL 
BS ap ee | hey »% uy, “Me eS chee? ‘| wn | 
Ra | i @ RAPID 
ae ! “ey Tg, Pete, & %, “ene @ . "29 “ ee Fes | | : + hd a 
<i : b e nag 4,9 au ,. Meg °C & Vy, 4 tong 3 
i a a ee Ray Wa wee Be %, 3° “an 
Fee eras : ¢ : 2. Mm “ey H 
en eee 'e RE a] y Mop ae! afte % Vag 
a Treg REy TG pp’ tka, Ue 
| tees a, ENT AGE fe i | 
Be ae “ag Capi, —~ Soy | 
ist arte ] Wg tUste “na Asy Rea, Gy Tr Key Be. 
ok as eae ‘ung Co... of Coun, 5% “y My | X : 
a 2 oy, ill rcebieate OH Ry nk. 22, ie ee | 1 '} 
—_ treme? the” ¥, Ctl lee uy | . 
a ds Sat of * alkane ta’ Wd oe; 
| “89 Cr ees 
a fied \ ce aos | 
a } Ug. "YV  § | 
“ 4 PHOTO- 
— i | STATS 
il 4, and Dp Ry hae ie | 
At a ee ea ‘p at ARES 
on a =, | MY to Ba | 
— Or 
| % Ce, | on, $500 an” . | 
| Qo» "Op}4,crrrry 590,09 a 
i 72) 2Uthop, Comp, 4) at ee 
. &, from ay the 'SSioners 3 Y hae 
H » 1g, intere, eVelang borrows, ¥eSterg be 
hy head = Said to anke Aad $500,099, ? 
q a | Mores, tineg ,. be the . Per oa. 
ee 
| 
a 
| a 
UCN oo since manta Cena. <4 amas it AN Sar ae lS Oe No ea ee 
ee ates oe feo Pe Be BL A ARMIES TNT Be go gah Bont Cag ame are es, Semen 0 So eg Oe eee ROR Pree 8S cE Ro ce 


=> - 


September 30, 1935 


ADVERTISING AGE 


No. 15 of a Series 


Says Keith J. Hvans: 


KEITH J. EVANS, advertising manager of Jos. T. Ryerson &, Son, Inc., 
Chicago, is one of the outstanding industrial advertising executives of 
the country, and as such is a large and consistent user of business pub- 
lications. The founder and first president of the National Industrial 
Advertisers’ Association, and past president of the Engineering Adver- 
tisers’ Association of Chicago, he is widely recognized as an authority 
in this field. He is a contributing editor of Industrial Marketing. 


usiness Press Cuts Cost 
of Industrial 


Selling 


N selling the Industrial Field management 
rightly counts heavily on personal effort. 
But personal selling costs from $2.00 to $10.00 
a call and from two to twenty or more calls are 
necessary to close. A portion of these calls are 
usually introductory or educational—can some 
of the work be done more economically? 


Advertising has repeatedly proven that it can 
cut selling costs by making introductory and 
supplementary calls at but a fraction of the cost 
of personal calls—from Mc to 10c per call 
compared with $2.00 to $10.00. From 100 to 
2,000 advertising calls for the price of one per- 
sonal call—and Business Paper calls carry the 
lowest cost of all industrial advertising effort. 


Don’t misunderstand—it is granted that as a 
rule both have different immediate missions. 
One to introduce and to educate—the other to 
close sales. 


It is just as wasteful to use high cost effective 
salesmen to condition a market as it is unreason- 
able to expect business magazines to pile up 
industrial orders. 


It is the combination of low cost business 
paper calls and higher cost personal calls that 
makes for economical, profitable marketing. 
They do not compete—they complement each 
other. 


And the double value comes through almost 
every editorial page—pointing the way to mod- 
ernization and improvement and preparing the 
market for your new and better materials and 
equipment. 


Advertising Age (ABC-ABP) 


Automobile Digest (ABC) 


Bakers’ Helper (ABC-ABP) 


Bakers’ Weekly (ABC-ABP) 


100 E. Ohio St., Chicago 45 W. 45th St., New York 


American Restaurant (ABC) Boot & Shoe Recorder (ABC-ABP) 


5 S. Wabash Ave., Chicago 239 W. 39th St. New York 


Domestic Engineering (ABC-ABP) 


22 E. Twelfth St., Cincinnati 1900 Prairie Ave., Chicago 


Farm Implement News (ABC) 


332 S. Wells St., Chicago 431 S. Dearborn St., Chicago 


Hospital Management (ABC-ABP) 


National Provisioner (ABC-ABP) 


This advertisement and those to follow it are sponsored by these business papers: 


612 N. Michigan Ave., Chicago 333 N. Michigan Ave., Chicago 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


Milk Plant Monthly (ABC) 
327 S. La Salle St., Chicago 


(ABC-ABP) 
1440 Broadway, New York 


Steel (ABC-ABP) 
Penton Bldg., Cleveland 


407 S. Dearborn St., Chicago 608 S. Dearborn St., Chicago 


Paper Industry, The (ABC-ABP) 


Paper Mill & Wood Pulp News 


Welding Engineer (ABC-ABP) 
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SAYS OIL ADMEN 
HAVE COMMITTED 
SERIOUS ERRORS 


Gold Mines Overlooked in 
Copy, Is Charge 


Atlantic City, N. J., Sept. 24.—The 
Pennsylvania lubricating oil indus- 
try has done itself untold harm by 
its method of advertising, J. M. 
Koch, vice-president of the Quaker 
State Oil Refining Company, told the 
33rd annual meeting of the National 
Petroleum Association here _ this 
week. 

“Advertising has been and is an 
important phase in the marketing of 
a branded motor oil,” he said. “It 
does not sell oil, but intelligent and 
consistent advertising breaks down 
buying resistance and I am prone to 
believe that this great tool has been 
grossly misused while many of its 
benefits have been permanently lost. 

“As an industry we have failed 
utterly in using advertising for the 
one great use which would benefit us 
all, namely to find new uses for our 
products or new ways for our pres- 
ent users to consume more of them.” 

Mr. Koch recalled that “20 years 
ago the public was not brand con- 
scious so far as motor oils were con- 
cerned. Therefore the early adver- 
tising of these brands was a direct 
appeal to the motorists to give up 
asking for just ‘a quart of oil’ and 
to insist upon a brand of standard 
specifications and uniform quality. 


A Flood of Advertising 


“The motorist did become brand 
conscious and today we find that a 
vast majority are not only acquainted 
with the well known brands but have 
a distinct preference. 

“As the popularity of certain 
brands grew, with resultant large 
increase in their sales, the industry 
was greeted with a flood of new 
brands and with them a flood of 
advertising apparently based upon 
Addison’s statement that the great 
art in writing advertisements is find- 
ing out a proper method to catch 
the reader’s eye. 

“That statement is only a half- 
truth. It is a fact that we must 
arrest the reader’s attention. But 
after this has been accomplished a 
sales story must be told which will 
not bewilder him with superlatives 
and unwarranted technical claims.” 

Mr. Koch pointed particularly to 
“the failure of oil companies to pro- 
mote the sensible and logical prac- 
tice of crankcase draining av regular 
intervals. The failure of the indus- 
try to foster this practice and in 
some cases the direct advertising by 
manufacturers to consumers. en- 
couraging the longer use of oil with- 
out draining has cost the industry 
two drains per year for every car 
in the United States—a loss of 
62,500,000 gallons. 

“Then there is the fallacy of pro- 
moting the use of summer oil in 
winter and vice versa,” he said. 
“This matter of spring and fall 
change-over in many cases is the 
difference between the profitable and 
the unprofitable operation of a serv- 
ice. station. 


Killing the Market 


“We can all cold test our summer 
oils. Then-we can tell the public 
‘you don’t need to change our brand 


of oil when winter comes,’ and vice 
versa. And then we have destroyed 
a market for our dealers estimated 
at $3 in the fall and $3 in the spring 
for every car in the United States, 
an aggregate loss of business to the 
industry of $150,000,000 a year. 

“Only good salesmanship and in- 
telligent thinking and planning can 
prevent lubricating oils from reach- 
ing the same low plane now reached 
in the marketing of gasoline. 
Chiseling and price cutting, which 
were not a very disturbing factor in 
the sale of branded products, become 
every day more widespread. Some 
manufacturers are satisfied to accept 
a return which is practically the 
equivalent at which the raw ma- 
terials could be sold. 

“We hope the future will produce 
less competition in advertising and 
more sound sales practice for the 
good of all of us in the industry.” 


Good Will Won 
Through Option 
On Calox Cash 


Bridgeport, Conn., Sept. 26.—Mc- 
Kesson & Robbins, Inc., which just 
completed a tabulation of its recent 
contest promotion for Calox tooth 
powder, reveals that winners pre- 
ferred to take all or part of their 
awards in drug store merchandise 
or dental services, thus promoting 
priceless good will in these two 
fields. 

The firm announced 605 winners 
in July. Of the 600 winners who 
were given a choice of cash, mer- 
chandise, or dental service, 112 as- 
signed their winnings to dentists in 
full or part payment of accounts. 
The sum of $3,525 went to dentists, 
as a result of which M. & R. received 
many letters of commendation from 
the profession. 

Fifty prize winners selected drug 
store merchandise in the full amount 
of their awards, while 438 winners 
named local druggists as co-sharers 
of their prizes. A total of $4,655 in 
trade went to druggists. 

Sixty-five M. & R. branch houses 
installed Calox window displays in 
12,000 stores and as many retail drug 
stores, before the contest. After the 
contest, a trial check of Calox stocks 
in 1,000 drug stores showed nearly 
every druggist sold out. Branch 
houses made sales capital of the 
method of prize distribution through 
personal follow-up to dentists and 
druggists. 


Formfit and Roauefort 


Cheese to Wertheimer 


The Roquefort Cheese Association, 
Roquefort, France, has appointed The 
L. D. Wertheimer Co., Inc., as its 
advertising and merchandising coun- 
sel. The agency’s New York and 
Chicago offices will service the ac- 
count. 

The agency’s Chicago office has 
been named by the Formfit Com- 
pany, Chicago. 


Broadcast Forest Fire 


The most serious forest fire of the 
year in Oregon was broadcast early 
in September, through KGW and 
KEX, Portland, and is said to be the 
first broadcast coming directly from 
the scene of a major forest fire. 
Progress of the fire was reported dur- 
ing five 15-minute periods for three 

ays. 


Cahalane’s New Job 


R. F. Cahalane, formerly a mem- 
ber of the sales staff of Chase Brass 
& Copper Company, Inc., has been ap- 
pointed to the staff of American Ar- 
ehitect, New York. 


spending 
St. Ant 


A MARKET OF 22,000,000 


According to the most reliable statistics the Catholics of 
America represent over twenty million buyers with an annual 
wer of twelve billion dollars. 

y Messenger with over 140,000 full paid sub- 
scriptions is one of the most popular and most widely dis- 
tributed Catholic magazines in the country. 
terest is proven thousands of times each month. 

Do not neglect this market longer. 

ST. ANTHONY MESSENGER 
The Popular Catholic Monthly 


1615 Republic St., Cincinnati, Ohio 
The ‘Messenger’ will deliver your message. 


Its reader in- 


Order space in 


“SPOT NEWS” IS MAILED 


THIS NEWS 


1S 


IN YOUR HANDS FOUR DAYS AFTER 


Many of our clients who have found 
“SPOT NEWS” a useful guide to 
the business conditions in usually un- 
reported small city and town areas 
have suggested that we make the 
reporting service available to a wider 
range of business executives. 


Effective at once, therefore, SPOT 
NEWS will be sent without obliga- 


tion to any business executive on 
request. 


lts terse, accurate reports of business 
conditions, industrial payrolls, capital 
goods purchasing, and increases and 
decreases inthe general business 
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tion. It has no axe to grind and contains little 


or no advertising. Write to the address below 
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The Week's 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Sept. 30 


Procter & Gamble Company, for 
Ivory soap. New. “Capt. Tim Healy 
and His Ivory Stamp Club of the 
Air.” Monday, Wednesday and Fri- 
day, 7:15 to 7:30 p. m., New York 
time, over the NBC Blue network. 
Originates at WJZ, New York. 
Agency, Blackman Advertising, Inc., 
New York. 

7, <e = 

(Other programs starting Sept. 30 
were detailed in the Sept. 23 issue 
of ADVERTISING AGE.) 


Oct. 1 
Great Atlantic & Pacific Tea Com- 
pany. New. Kate Smith. Tuesday, 
Wednesday and Thursday, 7:30 to 
7:45 p. m., EDST, over the basic 
« 


CBS network, not including Toledo, 
with Jacksonville, Atlanta, Charlotte, 
Dallas, New Orleans and Youngs- 
town added. Originates at WABC, 
New York. Agency, Paris & Peart, 
Inc., New York. 
7? Vv 

D. L. & W. Coal Company. New. 
“Studio Seven.” Tuesday, Wednes- 
day and Thursday, 11:15 to 11:30 
a. m., New York time, over nine 
Eastern stations of the NBC Red 
network. Originates at WEAF, New 
York. Agency, Ruthrauff & Ryan, 
Inc., New York. 


7 F 

American Home Products Com- 
pany, for Anacin. New. “Easy 
Aces.” Tuesday, Wednesday and 


Thursday, 7 to 7:15 p. m., New York 
time, over 24 stations of the NBC 
Blue network. Originates at WJZ, 
New York. Agency, Blackett-Sam- 
ple-Hummert, Inc., New York. 
7. | 

General Foods Corporation, for 
Sanka coffee. New. Helen Hayes. 
Tuesday, 9:30 to 10 p. m., New York 
time; prebroadcast at 12 to 12:30 
midnight on Monday. Over 25 sta- 
tions of the NBC Blue network. 
Originates at WJZ, New York. Agen- 


cy, Young & Rubicam, Inc., New 
York. 

vweyY 
The Texas Company. Renewal. 


“Eddie Duchin and His Fire Chief 
Orchestra.” Tuesday, 9:30 to 10 p.m., 
New York time, over 61 stations 
of the NBC Red network. Origi- 
nates at WEAF, New York. Agency, 
Hanff-Metzger, Inc., New York. 
7? Ff F 
Wasey Products, Inc., for Bost 
tooth paste, Kreml, Dr. Edward's 
Olive Tablets, and Musterole. New. 
Jacob Tarshis, “the lamplighter.” 
Tuesday, Wednesday and Thursday, 
11:15 to 11:30 a. m., and Sunday, 
2:30 to 3 p. m., over WPR, WGN and 
WLW of the Mutual network. Agen- 
cy, Erwin, Wasey & Co., New York. 
7. F FF 
United Cigar Stores Delaware Cor- 
poration, Isham Jones and orchestra, 
Loretta Lee and the Eton Boys. 
Tuesday, 8:30 to 9 p. m., EST, over 
WOR and WGN. No agency. 
. F F 
Best Foods, Inc., for Nucoa. New. 
“Ida Bailey Allen.” Tuesday, Wed- 
nesday and Thursday, 11 to 11:15 
a. m., New York time, with rebroad- 
cast at 1:30 to 1:45 p. m., over the 
NBC Red network. Originates at 
WEAF, New York. Agency, Benton 
& Bowles, Inc., New Yo. 
Oct. 2 
Liggett & Myers Tobacco Com- 
pany. Wednesday and Saturday, 6 
to 6:30 p. m., PST, over the Don 
Lee network, to which it is fed from 


"Menaly FI.& F serwice, Sir!” 


E’RE NOT firemen’s children, here 
at F J & F, but we’ve pulled many 


a chestnut out of the fire! 


In fact, there’s hardly anything we 


won't do for our clients. 


Our men can 
help you plan your spot campaign, pre- 
pare your programs, select your stations, 


We 
big job is to 


agency. 


clear best available time. 
most of the load for both advertiser and 


We can lift 


can even realize that our 
help you sell your goods. 


We’re kinda proud of “F J & F service” 
—would appreciate an opportunity to 
show you our wares. 


FREE, JOHNS & FIELD, INC. 


Associated with Free & Sleininger, Inc. 


Radio Station Representatives 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 

110 East 42nd St. 180 N. Michigan New Center Building Russ Building C. of C. Bldg. 

Lexington 2-8660 Franklin 6373 Trinity 2-8444 Sutter 5415 Richmond 6184 
wcsc seeee Charleston WDRC. (CBS) ses Hartford WMBD . (CBS) » +++ Peoria 
ee (NBC). « — WKZO (NBC). . Kalamazoo he . om aa oem 
f seees umodus WNOX nuitias K xville . sess [Gmpa 
‘WOC . (CBS)... Davenport > ga "Macon KTUL « (CBS)..... Tulsa 
WDAY (NBC)..... Fargo sity Qebliyiaeer KALE «sees Portland 


CBS. Agency, Newell-Emmett Com- 
pany, Inc., New York. 


Oct. 3 


Pacific Coast Borax Company, for 
20 Mule Team Borax. Renewal. 
“Death Valley Days.” Thursday, 9 
to 9:30 p. m., New York time, over 
18 stations of the NBC Blue net- 
work. Originates at WJZ, New York. 
Agency, McCann-Erickson, Inc., New 
York. 

Oct. 4 


Elgin National Watch Company. 
New. “Elgin Campus Revue.” Fri- 
day, 10:30 to 11 p. m., New York 
time, over 52 stations of the NBC 
Red and supplementary networks. 
Originates at WEAF, New York. 
Agency, J. Walter Thompson Com- 
pany, Chicago. 

vvwey 

‘Colgate-Palmolive-Peet Company, 
for Palmolive soap. Renewal. “P9lm- 
olive Beauty Box Theater.” Friday, 
9 to 10 p. m., New York time, with 
rebroadcast at 11:30 to 12:30, over 
62 stations of the NBC Blue, coast 
to coast network. Originates at 
WJZ, New York. Agency, Benton 
& Bowles, Inc., New York. 


Oct. 5 
P. Lorillard & Co., for Briggs to- 
bacco and Muriel cigars. New. 
“Briggs Sports Review of the Air.” 
Saturday, 7 to 7:15 p. m., New York 
time, over 53 stations of the NBC 
Red network. Originates at WEAF, 
New York. Agency, Lennen & Mit- 

chell, Inc., New York. 


7 — 
Dr. Miles Laboratories, Inc., for 
Alka-Seltzer. Renewal. “National 


Barn Dance.” Saturday, 9:30 to 10:30 
p. m., EST, with rebroadcast at 11 
to 12, over 42 stations of the NBC 
Blue network. Originates at WLS, 
Chicago. Agency, Wade Advertising 
Agency, Chicago. 


7.2? 2 
Shell Eastern Petroleum Products, 
Inc., for Shell gasoline. Renewal. 
“The Shell Chateau Starring Al Jol- 
son.” Saturday, 9:30 to 10:30 p. m., 
EST, over 38 stations of the 
NBC Red network, coast to coast. 
Originates in Hollywood. Agency, 
J. Walter Thompson Company, New 
York. 
Oct. 6 


General Motors Corporation, insti- 
tutional. New. “General Motors 
Concerts.” Sunday, 10 to 11 p. m., 
EST, over the NBC Red network. 
Originates at WEAF, New York. 
Agency, Campbell-Ewald Company, 
New York. 

- - F 

Luden, Inc., for cough drops. New. 
“Music by Al Goodman.” Sunday, 
5:45 to 6 p. m., EST, over 22 sta- 
tions of the NBC Red network. Orig- 
inates at WEAF, New York. Agency, 
J. M. Mathes, Inc., New York. 


¥ F F 
Standard Brands, Inc., for Fleisch- 
mann’s yeast for bread. Renewal. 
“The Baker’s Broadcast.” Sunday, 
7:30 to 8 p. m., EST, over 47 sta- 
tions of the NBC Blue network, 
coast to coast. Originates at WJZ, 
New York. Agency, J. Walter 
Thompson Company, Inc. 
vveey 
Cream of Wheat Corporation. New. 
“Alexander Woollcott, the Town 
Crier.” Sunday, 7 to 7:30 p. m., 
EST, over 34 stations of the Colum- 
bia network, coast to coast. Orig- 
inates at WABC, New York. Agency, 
J. Walter Thompson Company, New 
York. 


A. F. A. Speakers Named 


Speakers for the First District A. 
F. A. convention, to be held in Bos- 
ton Nov. 3-5, will be Roy Durstine, 
Batton, Barton, Durstine & Osborn, 
Inc.; Margaret Wiesman, Consumers’ 
League; A. J. McCosker, president of 
WOR; George Whelp, designer; 
Claude G. Pendill, sales promotion 
manager, Towle Mfg. Company; Al- 
lan Brown, Bakelite Corporation; and 
John P. Cunningham, Newell-Emmett 
Company, Inc. 


“Outdoors” Appoints 


Paul Meyers & Associates, Wrigley 
Bldg., Chicago, have been appointed 
Western advertising representatives 
of Outdoors magazine, Chicago. A. 
B. McClanahan & Co., New York, 
have been named representatives in 
Pennsylvania and New York state 
territories. 


UP TO EMPLOYES 


PLAN FOR RE-OPENING 
HARTFO 


This full-page advertisement, which 
appeared in Alton, Ill., offers a 
plan for reopening the Hartford 
tannery of International Shoe 
Company, and solicits the opinions 
of former employes on the plan. 


Exclusive Space 
Rebates Banned 
By FTC’s Order 


Washington, D. C., Sept. 26.—The 
Federal Trade Commission has is- 
sued a stipulation against the Okla- 
homa Publishing Company, Okla- 
homa City, publisher of the Oklaho- 
man and Times, prohibiting it 
from giving special discounts to 
local advertisers who agree to place 
all or most of their business in its 
newspapers. 

The FTC action will apparently 
end the matter, inasmuch as E. K. 
Gaylord, publisher of the papers, 
revealed that contracts in question 
had been cancelled on Sept. 1. “We 
did not feel that the contract was 
important enough to go to the bother 
of a suit,” he said. 

In November, 1934, according to 
the FTC, the Oklahoma Publishing 
Company adopted a new type of re- 
tail contract under which special 
discounts were given to advertisers 
who used their papers exclusively in 
the local field. This contract was 
subsequently revised so that dis- 
counts were available to advertisers 
who placed a small portion of their 


advertising in competing newspa- 
pers. 

The first of this month Edgar T. 
Bell, business manager of the 


papers, sent a letter to those holding 
contracts of this type, advising them 
that the percentage of total lineage 
provisions were being cancelled, but 
that discounts would continue to be 
given so long as the space contract 
with his newspapers was fulfilled. 


Donnaud Transferred 
A. D. Donnaud, at one time New 
York sales manager of General Out- 
door Advertising Company, has been 
appointed sales manager of the St. 
Louis branch of the company. 


EIGHTEEN THOUSAND 


MORE 


Our average circulation for the first 
six months of 1935 jumped eighteen 
thousand to 595,508. And our page 
rate per thousand readers is now 
only $2.72, one of the lowest in the 
all-man field. 


Your pivertining dollar will now 
contact more free-spending men 


readers of National Sportsman and 
Hunting & Fishing than ever before. 


NATIONAL SPORTSMAN 
and 
HUNTING & FISHING} 


Boston NewYork Chicago Atlanta 
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Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
Acz. 
No. 812. Special Retail Ice Cream 


Stores. 


This nation-wide survey, just com- 
pleted by Ice Cream Review, covers 
the subject of company-owned ice 
cream stores, and includes a list of 
ice cream manufacturers now operat- 
ing, or planning to establish their 
own retail outlets. 


No. 813. WKY Presents Facts About 

Its Market. 

Why the capture of the Oklahoma 
City market should be the first ob- 
jective of advertisers entering Okla- 
homa is told in this booklet issued 
by station WKY. Geographical, trans- 
portation, and population statistics 
are given, with a concise summary 
of facts about WKY’s listening 
areas. 


No. 814. Packages That Sell. 


The striking effects which modern 
artists can produce in package de- 
sign are illustrated in this brochure 
by W. C. Ritchie & Co. A series of 
fiber cans and paper boxes for such 
widely different items as golf balls, 
cosmetics and food products is 
shown, giving emphasis to the mer- 
chandising value of properly de- 
signed packages. 


No. 815. An Explanation of Trade 
Marks, Labels, Prints. Copyright 
Facts. 

These folders, by Clarence A. 

O’Brien, copyright lawyer, explain 


how ignorance of copyright proced- 
ure endangers the legal value of ad- 
vertising material, and show, in text 
and illustration, how to get the bene- 
fit of more effective legal protection. 


No. 816. International in Appeal. 
Complete editions in England and 


Germany, special sections in a 
Swedish, a Norwegian and a Danish 
magazine are described in _ this 
brochure issued by True _ Story 


Magazine to show the fundamental 

appeal of True Story’s editorial 

formula. 

No. 805. Second Annual Fall Minne- 
sota Business Map. 


Because Minnesota’s most impor- 
tant source of income is agriculture, 
the condition of its agricultural pro- 
duction forms a sound basis for 
determining business possibilities 
throughout the state. This map, con- 
taining comparative figures and de- 
tailed information on the crop and 
livestock situation, is distributed by 
the business departments of Minne- 
apolis Tribune, Minneapolis Journal. 
St. Paul Dispatch-Pioneer Press, St. 
Paul Daily News and The Farmer, 
St. Paul. 


FOR 43 


CONSECUTIVE 
MONTHS .... 


Philadelphia’s department 
stores have placed more 
advertising in the Evening 
Ledger for 43 consecutive 
months than in any other 
evening newspaper. Since 
1932 the Evening Ledger 
has published a greater vol- 
ume of Total Display, Re- 
tail and Department Store 
advertising than any other 
Philadelphia newspaper, 
including those published 
seven days a week. 


PHILADELPHIA 


EVENING 
LEDGER 


Forms Export Firm 


Gordon Fennell has organized Gor- 
don Fennel Company, Cedar Rapids, 
Ia., to take complete charge of for- 
eign merchandising for trade-marked 
specialties. Maxon, Inc., New York, 
will act as the agency for the com- 
pany’s clients. 


Weirs Addresses Club 


Charles R. Weirs, vice-president in 
charge of sales and advertising of 
DeLong Hook and Eye Company 
Philadelphia, spoke on “The Art of 
Letter Writing” at the opening meet- 
ing of Eastern Industrial Advertisers, 
Sept. 13, at the Manufacturers’ and 
Bankers’ Club, Philadelphia. 


Eno Invites 
Cameramen to 


Radio Studio 


New York, Sept. 26. — Amateur 
cameramen will be given a chance 
to show their mettle during the Oct. 
8 broadcast of “Eno Crime Clues,” 
sponsored over an NBC network by 
J. C. Eno (U. 8.) Ltd., Buffalo. They 
will compete against each other in 
a photographic contest to be staged 


inside an NBC studio here. 


A special story, hinging on a mys- 
tery solved with a camera, has been 
prepared for their benefit. It will 
be cast in such a way as to present 
unusual pictorial possibilities. To as- 
sist the photographers, high-powered 
lights will be installed. 

There will be a first prize of $50 
for the best picture snapped during 
the broadcast, a second of $25, and 
five of $5 each. Entries will be 
judged by Margaret Bourke-White, 
Adolf Fassbender, F. R. P. S., and 
Stewart Sterling, author of “Eno 
Crime Clues.” 

So far as is known the contest 
affords amateur photographers their 


first opportunity to use their cam- 
eras in a network studio. The spe- 
cial passes necessary for this broad- 
cast are being distributed through 
camera clubs and dealers in the 
New York area. 

N. W. Ayer & Son, Inc., is the Eno 
agency. 


Shows Commercial Movies 


The Little Theater of Commerce, 19 
E. 47th St., New York, a little theater 
devoted exclusively to the showing of 
business and commercial motion pic- 
tures, was opened this week by Wil- 
liam J. Ganz Company, commercial 
film producer and distributor. 
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Schlitz First 
To Use C.C.C. 


Cans for Beer 


Milwaukee, Wis., Sept. 26.—The 
Jos. Schlitz Brewing Company, Mil- 
waukee, will be the first large “ship- 
ping” brewer to use the recently per- 
fected product of the Continental 
Can Company, a tin can for beer, 
E. C. Uihlein, Schlitz president, has 
disclosed. 

Schlitz will continue the produc- 
tion of bottle and keg beer as in 

_the past. The beer to be canned 
will be lager beer. The Continental 
can, it is stated, will enable the beer 
to retain its original draft flavor. 
The Schlitz research laboratory has 
been experimenting with canned 
beer for more than a year. 


The Premier-Pabst Corporation 
has placed a second canning unit 
in operation in its Milwaukee plant 
and will soon install another one in 
its plant at Peoria, Ill. Pabst re- 
cently introduced its beer in cans 
made by the American Can Com- 
pany. 


Appalachian Coals 
Dismisses Ad Staff 


Appalachian Coals, Inc., Cincin- 
nati, will eliminate its advertising 
and publicity departments in a sweep- 
ing dismissal of employes of its Cin- 
cinnati office, as a result of passage 
of the Duffy coal stabilization bill. 


Brisacher Appointed 


M. A. Newmark & Co., wholesale 
grocers, have appointed the Los Ange- 
les office of Emil Brisacher and Staff 
for advertising of their line of canned 
fruits and vegetables. Southern Cali- 
fornia newspapers will be used. 


critical and close readership by 


Results 


* 

A Professional Journal Edited by a Practicing 
Architect Solely for Architects. (Not a Build- 
ing or Contractor Paper). 


Architecture 


The Professional Journal for Architects; Charles Scribner's Sons, 
Publishers; creates good will; gives a manufacturer prestige; keeps 
his name before the leaders of the architectural profession; but that 


is not enough. ARCHITECTURE furnishes tangible evidence of 4 


Producing 


Tangible 


which a manufacturer's sales organization can turn into orders. We 
believe it to be the function of advertising to create good will; 
prestige; —but now ARCHITECTURE can give you actual in-hand, 
tangible results from every dollar expended. 


ARCHITECTURE 


The Professional Journal for 
Architects e e e e CHARLES 
SCRIBNER’S SONS, PUBLISHERS 


Columbus, O., Sept. 8 (AP) — Ohio 
State University learned today that war 
is not the only thing talked of in far-off 
Ethiopia. A request was received from 
Addis Ababa by Henry D. Taylor, 
director of ticket sales, for the Ohio 
State football schedule for this fall. 


PHOOEY Of WAR IN ETHIOPIA! 


@ Well, sir, if you ask us I] Duce has some- 
thing on his hands. The good old Emperor 
doesn’t seem to be worrying a whole lot. 
His mind seems as free as that of the ad- 
vertising man who has turned over his 


problems of Mat, Stereo, Electro and 
Nickeltype production to the undersigned. 


Partridge & Anderson Company 
hnonsieheters Sab’ + Fit Sinus ren, cans 


Getting Personal 


Morton Gill Clark, reformed sea rover now associated with Donald 
Deskey, the designer, has plucked Amy Vanderbilt, who remains one 
of the fairest flowers in the advertising field while undergoing refor- 
mation as an editorial director of Tower Magazines. The approaching 
union of two of the country’s most famous old families has society 
editors dizzy with excitement. There would have been an even 100 
passengers on the Mayflower if one of Morton’s forebears had missed 
the boat. The Van der Bilts fell into the melting pot in 1650. . 


One of the interesting bits of information turned up by H. W. 
Remington, director of the foreign department of Colgate-Palmolive- 
Peet, on his trip around the world is that American girls are considered 
beautiful in every country but Japan and China. Our little brown and 
yellow brothers like them less anemic, he says. . . 


Gager Douglas Wasey was married Sunday to Elizabeth Adele 
Cook, Manhattan deb. His father, Lou Wasey, agency president, was 
best man. Gager will join the New York office of his father’s agency 
after a honeymoon at Hot Springs. . . 


Philo Higley, Kudner radio writer, was considerably bucked up 
when George Jean Nathan sat through the entire preview of his new 
play, “Remember the Day.” The Higley opus opened at the National 
Wednesday. . . 


These crisp fall days have a delicious spring-like quality for 
Carl Kappes, Yachting representative. He was married in Washington, 
D. C., on Sunday to Georgianna Morris Crowther, Smith graduate and 
Junior Leaguer. . 


Another young man who can hear the twitter of songbirds above 
the rumble of the elevated is Rodman Tilt, Ruthrauff & Ryan a. e., 
who was married Saturday to Jean Preston, of Mount Kisco. His 
brother, Albert Tilt, Jr.. Young & Rubicam a. e., was best man... 


F. E. Ball, F. I. P. A., managing director of Greenly’s, Ltd., Lon- 
don, who made many American friends when he appeared on the 
A. F. A.’s 34 program, has returned from a holiday in Westmorland 
and Cumberland with his family. All did a good deal of mountain 
climbing. . . 


Heart pounding and eyes shining eagerly, Sumner Stow, Cluett 
Peabody s. m., arrived at Concord, N. H., last Saturday to claim the 
hand of Lucy Baldwin Howard, of that town. They will live in Scars- 
dale... 


Charlotte Alice Dowrie, of Brooklyn, prominent young architect, 
has listened with favor to Everett Franklin Phillips, Jr., Standard Oil 
of N. J. advertising man. They will be married Oct. 12. . . 


If Pete Howe, New York Herald Tribune, had been a better ping- 
pong player, he would not have had to pay for an advertisement for 
the Hartner Press which appeared in his paper last week. Harold 
Goldsmith, of Hartner, defeated Pete at the paddle game, collecting 
the free space which he would have had to pay for if the match had 
gone the other way. . 


Not the best or the worst of the many gags marking the switch 
of Graham Patterson’s affections from the Christian Herald to the 
Farm Journal is, “Now Graham is out of the clouds and down on solid 
ground.” . . 


Marlen E. Pew, editor of Editor € Publisher, who sailed Saturday 
on a world cruise which will take him to Manila for the inauguration 
of the new president, was entertained by the staff at a luncheon at 
the Astor on Friday. James Wright Brown, publisher, presided. . . 


Grover Whalen, Schenley chairman and sales chief, will be ten- 
dered a dinner Oct. 15 by a number of New York’s commercial and 
civic groups by way of appreciation for what he has done for 
business. . . 


Frank J. Price, Jr., associate a. m. of Prudential Insurance Com- 
pany, Newark, is thinking of turning his knowledge of insurance crime 
investigations into radio script. In one year’s spare time he wrote 
44 short stories and one 18,000-word novelette based on this mate- 
GL. + 


Bruce Barton went to the fight to root for Joe Louis, but didn’t 
bet. He never does. F. R. Feland preferred to bet on a horse. . . 


Marjorie Powers, ten-year-old daughter of Frank Powers, of 
Powers Engraving Company, is well on the way to recovery from in- 
juries suffered when thrown from her horse last week. The Powers 
children are enthusiastic equestrians. . 


Stuart List, who recently celebrated his fifteenth anniversary with 
the Hearst organization, was promptly promoted to advertising direc- 
tor of the Pittsburgh Press. He served with Rochester and Washing- 
ton newspapers earlier. . . 


Patience is its own virtue, Will Osborne, orchestra leader, and 
Jean Helmes, well-known cigarette advertising model, will tell you. 
They obtained a marriage license nearly three years ago, but Os- 
borne’s manager somehow managed to delay the festive day until 
Sept. 21... 


Harriet Hughes of Newell-Emmett is a trustee of Wheaton Col- 
lege, for women, at Norton, Mass. . . Among those who were guests 
at the editors’ days luncheon in the New England Village of Storrow- 
town, Eastern States Exposition, Springfield, were Katherine Fisher, 
Good Housekeeping; Faye |. Hamilton, McCall’s; Orrine Johnson, The 
Farmer’s Wife; Mary Grace Ramey, Country Gentleman; Mary R. Rey- 
nolds, The Farm Journal; and Christine Ferry, Home Arts-Needlecraft. 


The 1935 award of Food Ad-Views, for producing the best food 
store advertising, has been garnered by Andrew Duncan, a. & s. p. m. 
of National Tea Company, Chicago. . . Flowers and congratulations 
poured in on Oliver Cabana, Jr., Liquid Veneer president, as the Buffalo 
business man and philanthropist celebrated the 50th anniversary of 
his entrance into the businese world. . . 


A beautiful new plaque, the gift of a grateful community, now 
adorns the office of Ralph S. Kingsley, publisher of the Kenosha News. 
It commemorates his splendid handling of a two-month centennial cele- 
bration in the Wisconsin city. . . 

President Charles F. Broderick of the Greater Buffalo Advertising 
Club stepped to the altar with Aileen C. Gallagher Sept. 21. Before 
the event, members of the club presented him with a variety of gifts. 
. . Speaking under the auspices of the Milwaukee Women’s Advertis- 
ing Club, lone T. Kingsley of Cramer-Krasselt told a WISN audience 
last week what advertising has done for women... 

The Selective Service Advertising Group of the Army reserve is 
busy with plans for the annual conference to be held Nov. 14-15, Col. 
Wm. H. Rankin, New York agency president and head of the unit, re- 
ports. . . 


Magazines and 
Radio Promote 
Borden’s Book 


New York, Sept. 26.—Twenty-five 
magazines and 43 stations on a 
coast-to-coast NBC network are car- 
rying advertising of the Borden 
Sales Company, in an aggressive fall 
campaign to increase the use of 
Eagle Brand sweetened condensed 
milk as a cooking ingredient. 

The current Eagle brand advertis- 
ing in magazines is on a larger scale 
than ever before. The magazines on 
the Borden list have a circulation 
of more than 27,000,000. 

Featured in the campaign is the 
new Eagle Brand cook book, “Magic 
Recipes.” Every magazine advertise- 
ment as well as every fourth radio 
program offers the new cook book 
on request. 

Thousands of requests have been 
received by Jane Ellison, star of 
the Borden Wednesday morning ra- 
dio program for Eagle Brand, fol- 
lowing the first offer of the new 
cook book over the air. 

The Borden company has urged 
grocers to place special efforts be- 
hind Eagle Brand, on the ground 
that such efforts will not only in- 
crease sales of the milk, but also 
sales of related products specified 
in “Magic Recipes.” The company 
has suggested to grocers that they 
feature Eagle Brand recipes in their 
own advertising. Special recipe bul- 
letins, dump baskets and counter 
can mounts have been provided 
grocers. 

It is estimated that Eagle Brand 
recipes moved over five million lem- 
ons and nearly three and one-half 
million eggs from grocers’ shelves 
last year, in addition to cream, co- 
conut, fancy crackers, nuts, and 
many other profitable items, accord- 
ing to Howard J. Mountry, Borden 
vice-president. 


Hildick Approves 
Copy for Fall Drive 


Bluebell Importing Corporation, 
New York, has approved a six-month 
campaign on Hildick applejack brandy 
starting this fall. Newspapers, mag- 
azines and point-of-purchase material 
will be used through Erwin, Wasey 
& Co. 

Copy will introduce a new cartoon 
character, “Major Gruff,’ who will 
hand out advice on various subjects, 
including ponies, both polo and apple- 
jack. 


Joins Fuller & Smith 


C. L. Reely, former director of mer- 
chandising for Mansfield Tire & Rub- 
ber Company, Mansfield, O., has 
joined the Cleveland office of Fuller 
& Smith & Ross, Inc., as account ex- 
ecutive. 


Goes to “Barron’s” 
Lewis D. Young, formerly with 
New York Sun, has joined the ad- 
vertising department of Barron’s, 
New York. 


Ford, Browne to Move 


Ford, Browne & Mathews, Chicago, 
will move from their location in the 
Merchandise Mart to larger quarters 
at 620 N. Michigan Ave., on Oct. 1. 


sae “Pages” f 
NOD shat SELL 


Four pages—one sheet 


of sturdy bond paper 
—covering 11 major 
headings about radio, 
newspapers, farm, 
trade or general 

zines (segional or national)—now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as "'questionnaires."’ ¢ « Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 
500 Sansome Street San Franciseo 


“FOUR PAGES’ 


Reg. U. S. Pat. Off. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 


Dept. L. V.. 116 S. Mich. Bivd., Chicage 
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DENNISON CRAFT 
CAMPAIGN USES 
27 PUBLICATIONS 


Framingham, Mass., Sept. 26.—A 
national fall campaign, using 27 con- 
sumer publications, and promoting 
the sale of a new Dennison craft 
book, has been placed under way 
by the Dennison Mfg. Company, 
maker of Dennison crepe paper. 

“The Book of New Dennison- 
Crafts No. 501,” containing 24 pages 
in two colors, presents 80 craft arti- 
cles, with definite descriptions as to 
how to make each new article. The 
book will sell for ten cents. 

The campaign, appearing through- 
out September, October, November 
and December, will use space in The 
American Weekly, Capper’s Farmer, 
Country Home, Delineator, Dream 
World, Farmer’s Wife, Good Stories, 
Grade Teacher, Hollywood Magazine, 
Household, The Instructor, McCall's, 
Movie Mirror, Home Arts—Needle- 
craft,,.Our Sunday Visitor, Radio Mir- 
ror, Rural Progress, Screen Book, 
Screen Play, Successful Farming, 
True Experiences, True Romances, 
True Story, and Woman’s World, and 
in the Christian Science Monitor, New 
York Sunday Mirror, and New York 
Sunday News. 

Copy in all of this advertising will 
feature the new crafts book as a 
source of brand-new ideas for mak- 
ing various articles for the home 
and for gifts. 


Use Dealer Helps 


A.one-color circular for distribu- 
tion through dealers illustrates five 
craft items and will be used to 
arouse interest in the book. An 18 
by 24-inch display card, printed in 
a bold color combination, is fur- 
nished by Dennison for dealer use. 
Thé display card features the new 
Dennison book as a source of Christ- 
mas’ gift ideas. Each article shown 
in the book makes use of Dennison 
crepe papers. 

A publicity campaign will present 
thet idea of making various crepe 
paper novelties in magazines and 
newspapers throughout the country. 

Thirty-five thousand copies of the 
“Dennison-Crafter” will be mailed 
to women interested actively in Den- 
nison crafts. The publication will 
give further publicity to the new 
fall book of Dennison’s. 

‘The fall issue of “What Next?”, 
dealer organ, will also publicize de- 
tails of the fall craft campaign. 


Newscasts for Columbia 


Columbia Baking Company, At- 
lanta, Ga., is sponsoring a series of 
six 15-minute newscasts a week, 
every day except Sunday, over 
WBIG, Greensboro; WFBC, Green- 
ville; WSOC, Charlotte; WGST, At- 
lanta; WTOC, Savannah; WMBR, 
Jacksonville; WIOD, Miami; WDAE, 

mpa; WDBO, Orlando; and 

SVA, Harrisonburg, Va. The news- 

sts will utilize Transradio, Inter- 

tional and local news, according 
t6 station facilities. 


GN’s New Studio Is 
Inspected by Public 


The new broadcasting studio of 

ation WGN, Chicago, was thrown 

en for public inspection last week, 
5,000 persons daily passing through 
the theater in the few hours set 
aside for tours. 

The formal opening will be held 
Oct. 1. The new building adjoins 
Tribune Tower and its architecture 
conforms with that of the older 
structure. 


Liquor Advertising 
Increases in Texas 


Liquor advertising shows a heavy 
increase in Texas, with the sale of 
liquor assured, and with the legis- 
lature arriving at a plan through 
which sales will be controlled. 

While heavy at the present time, 
this advertising is not under long 
term contracts, indicating that with- 
in the next few months possible 
consolidations may change the pic- 
ture. 


S. O. Traces Payroll 


Standard Oil Company of Ohio is 
making a series of tests of the chan- 
nels into which the paychecks of its 
employes go through the device of 
paying in silver dollars, a plan pre- 
viously used by several industries. 
A check-up on how these dollars are 
spent shows that normal expendi- 
tures follow model budgets closely. 


Promotes Shock Absorber 


The Gabriel Company, Cleveland, 
is releasing a business paper sched- 
ule on a new type of shock absorber. 
The Sweeney & James Company, 
Cleveland, is the agency. 


Simpson-Reilly Named 

Simpson-Reilly have been ap- 
pointed Pacific Coast representative 
of Home Arts-Needlecraft, New York. 


Art Director 
Calls English 
Ads Misjudged 


Indianapolis, Ind., Sept. 26.— 
Dwight Reynolds, art director for 
Sidener, VanRiper & Keeling, who 
recently returned from a month’s 
stay in England and on the con- 
tinent, believes that English ad- 
vertising, while markedly conserva- 
tive, has its “points.” 

English poster artists have cre- 
ated a style which is highly adapt- 
able to American use, Mr. Reynolds 
declared. 

“Those of us who are inclined to 


look upon European advertising as 
lacking in punch and selling power 
do not take into consideration the 
racial peculiarities and habits of 
thought of the peoples to whom it 
is directed,” he said. 

“For instance, when we criticize 
England’s posters for a seeming 
lack of persuasiveness and selling 
appeal, and the publication adver- 
tisements for their tendency to- 
wards tricky layouts and ‘punning’ 
captions, we are merely trying to 
judge them by American standards, 
and are forgetting that these very 
qualities which appear to be defects 
constitute a style the British peo- 
ple like and appreciate.” 

The L. M. S. railroad and Lon- 
don Underground posters were cited 
by Mr. Reynolds as outstanding ex- 


amples of smart, effective adver- 
tising design. He stated that they 
unquestionably are stimulating to 
the work of American artists and 
advertisers. 


Gives Football Book 


A comprehensive college football 
schedule book, covering 198 colleges, 
is being distributed by B. F. Good- 
rich Company through its dealers. 
The book not only includes complete 
1935 schedules, but 1934 results and 
: wide variety of other fan informa- 
tion. 


Fecker Brewing Appoints 


Fecker Brewing Company, Dan- 
ville, Ill., has appointed the Chicago 
office of United States Advertising 
Corporation for its advertising. 
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LIKE ALL THE BELLES OF OLD KENTUCKY 
ROLLED INTO ONE 


r 
| Wi belles of Old Kentucky enhance their charm 
with drug-store purchases for which cosmetic manufac- 


turers thank their lucky stars. 


Not to lose sight, 


though, of another group which buys nearly twice as 
many cosmetics as all of the Blue Grass beauties put 


together ... 


The girls and women in the 600,000 substantial 
homes where the New York Evening Journal is, and 
always has been, the preferred evening paper. 


Many manufacturers would be hard put to supply 
their needs alone. No one hoping to get the greatest 
profit from New York can neglect their patronage. 
And it can be secured . . . through the Journal. 


NEWYORK 2s 
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SLOGAN STOPPED 
CIGARETTE COPY, 
IS N. Y. STORY 


Winchell Says Lucky Paid 
$25,000 for 4 Words 


New York, Sept. 26.—Walter Win- 
chell, Broadway knight. of the key- 
hole and transom, printed in his syn- 
dicated newspaper column last week 
a squib about the advertising of an 
important cigarette company that 
soon became a major topic of con- 
versation in agency circles. 

There has been some speculation 
and not a little consternation since 
the fact became public that the “I’m 
your best friend—I’m your Lucky 
Strike” campaign of the American 
Tobacco Company had terminated 
suddenly. Several mediums received 
cancellations of contracted space. 

A. E. Goldman, of Lord & Thomas, 
account representative for the Amer- 
ican Tobacco Company, admitted 
that the campaign had ended prerha- 
turely and said that a new campaign 
was in preparation. He declined to 
comment on the new series. 

Mr. Winchell’s comment, however, 
should it possess any basis of fact, 
is complete explanation. 

His column of Sept. 20, which was 
supposed to have been written as a 
letter to him by his secretary, who 
signs herself, “Your Girl Friday,” 
said: 

“I just heard this story: True or 
not—it is interesting. . . A man is 
supposed to have walked into the 
ad agency for your old cigarette air 
sponsor. . . He asked for the Top 
Man. . . When he was brought to 
him the visitor said: ‘I have here 
four words on a piece of paper. If 
you like them and decide to use 
them—write me a check for $25,000. 
If you don’t like them just hand me 
back the paper and please forget 


about it.’ . . The ad exec looked 
at the four words, which were: ‘Be 
Happy—Go Lucky’ . . He imme- 
diately ordered a check made out for 
25Gs made out to the caller, and the 
legend goes that the ciggie company 
will lose no time using the new slo- 
gan.” 


Suit Is Filed 


New York, Sept. 26.—American To- 
bacco Company has been made de- 
fendant in a suit for $500,000 based 
on the allegation that it appropriated 
the idea for the Lucky Strike “I’m 
your best friend” campaign without 
payment to the author. 

The suit was filed by I. W. Digges, 
attorney for Arthur H. Griswold, 
who claims to have submitted a com- 
plete presentation of the copy idea, 
including three finished advertise- 
ments, to the cigarette advertiser in 
March, 1932. At that time he headed 
his own agency in New York. 

According to Mr. Griswold, the 
American Tobacco Company pro- 
fessed lack of interest at the time he 
brought the matter up and failed to 
communicate with him before begin- 
ning publication of the “best friend” 
copy. The damages he seeks are his 
estimate of the agency commissions 
at 15 per cent. 

The advertiser indicated in reply- 
ing to the complaint that the defense 
would rest on the fact that the cam- 
paign was regularly submitted by its 
agency, Lord & Thomas. 


“Post-Dispatch” Joins 
Metropolitan Unit 


Metropolitan Sunday Newspapers, 
Inc., New York, is now representing 
St. Louis Post-Dispatch, in addition 
to the St. Louis Globe-Democrat. 

Advertisers purchasing the Metro- 
politan comic and rotogravure units 
may use the Post-Dispatch as the al- 
ternate or additional paper in this 


market. : 


V. B. Irish Promoted 


V. Browne Irish, former national 
contact representative of Central 
Outdoor Advertising Company, Inc., 
Cleveland, has been appointed direc- 
tor of sales of that organization. 


had in these markets. 


I. A. KLEIN, Inc., Eastern Representative 
50 East 42nd St., New York 


265,000 Homes 


in Prosperous Michigan 


Eight evening newspapers offering complete home coverage 
of the best markets in Michigan outside of Detroit. A perfect 
set-up for a conclusive test campaign—there is business to be 


Grand Rapids Press Flint Daily Journal 
Saginaw Daily News Jackson Citizen Patriot | Muskegon Chronicle 
Kalamazoo Gazette Bay City Daily Times Ann Arbor Daily News 


: BOOTH NEWSPAPERS, INC. 


J. E. LUTZ, Western Representative 
180 North Michigan Ave., Chicago 


DOGS ARE NEWEST FLEISCHMANN BENEFICIARIES 


THE BOSS FORGOT MY 
FLEISCHMANN 'S 
IRRADIATED DRY \@ 


YEAST AGAIN.” 


a 4 . 
Ca 


3 WEEKS’ SUPPLY 


“PARDON ME WHILE | 


SCR 


is a *? 
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Simple Addition to Diet Stops Summer Itching 


It isn't just the scratching that destroys 
your dog's beautiful glossy coat, it's 
what often makes him scratch—thp 
lack of sufficient Vitamin G in his diet. 
You can remedy that condition so 
easily and as yy by add- 
F h 's 


and restores his coat. It also gives him 


Three sizes—25¢, 50¢ and 85¢. 
For sale at your dog food dealer’: 


only 256 


Dry Yeast to your dog's 
daily diet, Its high Vitamin G content 
stops the itching, stops his scratching 


s. 
Or write direct to Standard Brands In- 


Copyright. 1935. Standard Beands Incorporated 


FLEISCHMANN’S !RRADIATED DRY YEAST 


Typical copy for Fleischmann's yeast for dogs which has been appear- 
ing in many newspapers. By supplying vitamin G, the yeast elimi- 
nates the cause for scratching, copy says. 


MORE PREMIUMS 
WILL BE USED, 
MEET IS TOLD 


New York, Sept. 27.—The adver- 
tising agency which will not open 
its eyes to the use of premiums is 
prejudiced and in refusing to give 
the client advice and assistance in 
this field fails to render the fullest 
measure of service, Kenneth Plumb, 
Federal Advertising Agency, told 
the first Atlantic Coast convention 
of the Premium Advertising Asso- 
ciation of America here this week. 

It is the agency’s job to differ- 
entiate between what is right and 
what is wrong for the promotion 
of the product, and here, the mat- 
ter of premiums falls within the ad- 
vertising agency’s scope. Responsi- 
bility of the agency, according to 
Mr. Plumb, involves a decision on 
whether premiums should be used 
in connection with the product. 

A great step toward solving the 
agency problem, Mr. Plumb be- 
lieves, would be taken if premium 
manufacturers would adopt a stand- 
ardized specification form of the 
type used by the American Insti- 
tute of Architects. This might con- 
sist of four pages giving a general 
description of the product, pictures, 
prices and plans for use. This form 
would be kept in the agency’s and 
advertiser’s files for use when need 
arises. 

Oliver Cabana, Jr., president, Li- 
quid Veneer Corporation, speaking 
at the Tuesday round table, told 
the group that his firm has been 
using premiums for 35 years, in- 
creasing their use each year, espe- 
cially in the last four years. It is 
now about to inaugurate a cam- 
paign involving the purchase of 
$500,000 in premiums. 

Mrs. Prudence Allured, publisher, 
Manufacturing Confectioner, reported 
a recent survey in the confection- 
ery industry which showed a 50 
per cent increase in premium use. 
She uncovered four premium cam- 
paigns to break in a month or so, 
one involving $100,000 worth of 
premiums and two others approxi- 
mately $250,000 each. 

Motion picture theaters last year 
used about $12,000,000 worth of pre- 
miums, Charles E. Lewis, Show 
men’s Trade Review, stated. This 
plan for filling empty houses is 
gaining headway rapidly. It involves 
giving premiums on _  off-business 
days in a progressive plan, week 
by week. 

A. E. Tatham, advertising man- 
ager, Bauer & Black, Inc., reported 
that the general feeling in the ad- 
vertising fraternity is that premium 
plans comprise one more good tool 
in the advertising work kit. 

Howard S. Cook, advertising man- 


ager, John T. Stanley Company, 


said that his firm “discovered” pre- 
miums a year ago and put out a 
combination offer on its polishes. In 
six months there was a 150 per cent 
sales increase over the period in 
the year preceding, when a cut- 
price plan was employed. To date, 
the company has used premiums in 
its dealer-jobber work. Now it is 
considering a consumer campaign. 

An estimate made at the show 
was that premium merchandise val- 
ued at $450,000,000 will be sold this 
year, an increase of $100,000,000 
over last year. Many new users, 
some of whom held back during 
the NRA days for fear of having 
their plans upset, are now reported 
interested in launching new pre- 
mium campaigns. 


Standard Broadcasts 
Football Highlights 


Standard Oil Company of Ohio is 
sponsoring a series of football pro- 
grams Sept. 23 to Nov 30, over sta- 
tions WLW, Cincinnati, and WTAM, 
Cleveland. 

Fifteen-minute perods devoted to 
scores and highlights of major 
games will be broadcast each Sat- 
urday at 6 p. m. from Cincinnati, 
and at 6:15 from Cleveland. Stand- 
ard’s advertising is handled by the 
Cleveland office of McCann-Erickson, 
Inc. 


Chain Drug Sales Up 


Average daily sales of chain drug 
stores in August were 5.4 per cent 
higher than in the corresponding 
month of 1934, the Department of 
Commerce has reported. Compared 
with July, August sales were up 3.2 
per cent. 


Rejoins KOIL-KF AB 


Arthur Schroeder, formerly on the 
sales staff of radio stations KOIL- 
KFAB, Omaha and Lincoln, Neb., has 
rejoined the stations after spending 
two years with the NRA, in Wash- 
ington. 


1. & M. SIGN 
WHITEMAN FOR 
NEXT 3 YEARS 


Woodbury Is Sponsor: Artist 
to Get $10,000 Weekly 


New York, Sept. 26.—Lennen & 
Mitchell, Inc., has signed Paul White- 
man and his orchestra for three 
years of weekly radio programs to 
begin early in January to advertise 
products of the John H. Woodbury 
Company, Cincinnati. 

Should this sponsor, however, for 
any reason discontinue use of the 
Whiteman group before January, 
1939, Lennen & Mitchell have exclu- 
sive options on the orchestra until 
that time. 

The first year’s program series 
calls for 52 non-cancellable broad- 
casts at $10,000 each. More than a 
million dollars is involved in the 
three-year contract. 

Although no definite time has yet 
been scheduled, it is hoped that a 
Sunday evening spot can be arranged 
over NBC’s Red or Blue network. 

Nine years ago the same agency, 
Lennen & Mitchell, signed the 
Whiteman orchestra for its first ra- 
dio series, for P. Lorillard Company, 
maker of Old Gold cigarettes. At that 
time Mr. Whiteman was said to re- 
ceive $5,000 weekly. 


Series of Coincidences 


One of the members of a rhythm 
trio, a feature of the orchestra on 
the Old Gold broadcasts, was Bing 
Crosby. Shortly after that time the 
now famous whistler-vocalist left the 
band to begin a career of his own 
before the microphones. 

Last year the same sponsor that 
will present the Whiteman orchestra 
under the terms of the new contract 
featured Bing Crosby. To complete 
this cycle of coincidences, the suc- 
cessor to Mr. Whiteman on the 
Kraft-Phenix Cheese Corporation’s 
program, which will feature him un- 
til late in December, will be the same 
Bing Crosby. 

Mr. Whiteman will have complete 
charge of the production and talent 
of his new series and it is expected 
that he will continue his experiments 
in music of the modern American 
idiom. He will announce the com- 
mercials himself, as he does on his 
present program. 


Ohio Ruling Made on 
Electrotype Sales Tax 


Electrotypes for advertising and 
other purposes are not subject to 
sales tax if for use in the production 
of catalogs, books or calendars, ac- 
cording to a ruling by Ohio’s At- 
torney General Bricker. 

It was held, however, that sales of 
mats and stereotypes to a buyer for 
use in a newspaper printing the buy- 
er’s advertising are taxable. 


or large your needs. 


work, copy. 


Use Color if You Sell Color! 


Users of small quantities of advertising matter 
need no longer confine themselves to one or two 
colors because of high cost. 


AMERICAN OFFSET places multi-color, high-qual- 
ity work within your reach, no matter how small 


A complete creative division is at your disposal. 
Entire campaigns prepared. Design, layout, art- 


Write for descriptive circular or phone 
CHickering 4-4145 
AMERICAN OFFSET CORPORATION 


410 West 3ist St., New York 
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ADVERTISING AGE 


he 
Le 


Market Plars 


The rates for this department are 
as follows: 


“Help Wanted” and “Situations 
Wanted 30 cents a line, minimum 
charge 


All a. classifications (single in- 
sertion rates) % inch, $2.75; 1 to 3 
in., per in., $4.75; 4 to 6 in., per in., 
$4.50; 7 to 9 in., per in. $4.25; 10 to 


12 in., per in., $4.00; 13 to 15 in., per 
in., $3.75. Write for discounts on term 
contracts. 


POSITIONS WANTED 


Here’s a versatile man; experienced 
in personal selling, sales manage- 
ment, advertising, and merchandis- 


neg. 

Selling food product to jobbers and 
dealers in mid-western territory for 
past 20 months. First year showed 
42% gain; 2nd year indicates all-time 
territory record. 

Has written for (and edited) trade 
publication. Created business-pulling 
newspaper ads and direct mail cam- 
paigns. Ten years in financial selling 
and advertising. 

Feels his opportunity in present 
situation limited. Wants connection 
offering mece promise in or near Chi- 
cago. What have you to offer him? 
Box 634, ADVERTISING AGE, Chi- 
cago. 


Advertising Man—young, energetic; 
14 years New England agency; ex- 
perience space buying and media 
dept., also assistant to executive. 
Seeking position in New England. Box 
635, ADVERTISING AGE, New York. 


BUSINESS OPPORTUNITIES 


For small advertising agency in 
New York to exchange space for serv- 
ice of versatile advertising artist. 
Agency trained. Layout, Lettering, 
Design, Illustration, Production. Box 
633, ADVERTISING AGE, New York. 


DESK SPACE—GOOD LOCATION— 
for publishers’ representative or 
others calling on advertising agen- 
cies— Telephone and_ stenographic 
service—3rd _ floor—326 N. Michigan 
Ave. Phone DEArborn 3311. Easy to 
dial and remember. 


COVER THE MAIL ORDER WORLD. 
Advertise in Mail Order Tabloid. 
25,000 Guaranteed Circulation. Two 
color Display for all adv. Sample 10c. 
Hightower, B-395, Effingham, Ill. 


MULTIGRAPHING— 
MIMEOGRAPHING 


Small orders or large runs at rena- 
sonable rates. Addressing and mail- 
ing. Rush orders delivered promptly. 
Careful, accurate work. Rugere, Room 
1136, 55 W. 42nd St., New York. 
PEnnsylvania é. 5970. 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


PHOTO-OFFSET 


ECONOMIZE!! Reproduce Sales Let- 
ters, Price Lists, Bulletins, Testi- 
monials, Diagrams, Illustrations, ete. 
600 copies $2.50; add’l hundreds 20c. 
Cuts unnecessary. Samples. Laurel 
Process, 480 Canal St., New York City. 


PHOTO POST CARDS 


PHOTO-AD MAIL CARDS GET AT- 
tention and bring business. Effec- 


tive and economical. No cuts to buy. 
One cent postage. Creates interest 
ow Denne prestige. Send for samples 

GRAPHIC ARTS PHOTO 
SHRVICE. Sy so Hamilton, Chio. 


Adwomen Elect 


Opal Sweazea, Mississippi Trust 
Company, was elected president of 
the Women’s Advertising Club of St. 
Louis, at the annual election of of- 
ficers Sept. 16. Other officers elected 
were: Dorothy Ward, vice-president; 
Marian R. Smith, secretary; Matilda 
Woltjen, treasurer; Erma Proetz, 
program chairman; Lorraine Nichol- 
son, membership; Dorothy Gardner, 
= Helen Hurd, club activi- 
ties. 


is a talkie slide Film 
made by expert showmen 
eared to your selling objective 


RASA a Prose I CO Da 


An Asset to the Sate ba 


3Grades - ~ Light- "Medintn = 
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SCOTT PLAYS UP 
“BONE- HUNGER” 
IN NEW EFFORT 


New York, Sept. 27.—Human and 
understandable, a new expression 
has been introduced to advertising 
of Scott & Bowne on Scott’s Emul- 
sion in a newspaper campaign 
started this week dwelling on die- 
tetic deficiency of infants, which, if 
not rectified in the first four or five 
years of life, leaves its deforming 
mark throughout a lifetime. 

“Bone-hunger” is the expression 
employed to start parents thinking 
about the effects of this deficiency. 
The phrase was adopted in an effort 
to humanize a technical truth and 
make it capture the attention of or- 
dinary readers. 

The newspaper campaign will run 
in 24 leading cities of the West and 
South. Advertisements of 280 lines 
are scheduled to appear weekly until 
April. Luckey Bowman, Inc., pre- 
pared the campaign. 

Out of a study of four or more 
months came the new campaign. The 
subject was Vitamin D and the mat- 
ter of rickets. Very few parents 
have an understanding of the prev- 
alence of this malady, which, geo- 
graphically speaking, runs in inverse 
proportion to the amount of sun- 
shine. Important information from 
Glasgow, Scotland, where the per- 
centage of population suffering from 
rickets is especially high, figured in 
the preparatory work. 


Picked Phrase Carefully 


Care was used to avoid headlining 
the virtues of Vitamin D, which is 
still subject of scientific controversy 
and not understood by the public at 
large. Scott’s Emulsion has proved 
efficient in the past, a basic fact in 
the new campaign. “Bone hunger” 
was adopted as the essential defini- 
tion of the condition which the prod- 
uct rectifies, when used properly. 

The statistics are rather startling. 
Since homes are not equipped with 
X-ray devices, parents are likely to 
remain ignorant of the ravages of 
rickets. Physical examinations, ac- 
cording to the new copy, show that 
three out of four children suffer from 
“bone-hunger,” and “in the majority 
of cases you can’t tell it till the dam- 
age is done.” 

Illustration in the campaign is de- 
voted to seemingly healthy babies 
and young children. The disquieting 
thought is that despite their outward 
appearances of robustness, their 
boney structures may be lagging in 
development, threatening dire de- 
formities. 

A way of fighting the malady, of 
course, is presented. This is the 
food tonic recommended by “four 
generations of American physicians.” 
Stress is laid on the fact that Scott’s 
Emulsion is easier to digest than 
plain cod liver oil. A box at the bot- 
tom of each advertisement points out 
that this product, in laboratory and 
feeding tests, digests 4.41 times 
more rapidly than plain cod liver oil 
of the finest grade. 


“New York Herald 


Tribune” Promotes Two 


Daniel Provost, formerly gravure 
advertising manager of New York 
Herald Tribune, has been named na- 
tional advertising manager. 

Helen Leavitt, assistant general 
advertising manager under George 
Auer, is now assistant advertising 
director of the paper. 


Crystal Sponsors Contest 
Crystal Tissue Company, Middle- 
town, O., is sponsoring a contest 
open to all artists and art students, 
for designs suitable for the modern 
type of gift wrapping paper. Cash 
prizes are offered for winning de- 
signs. The contest closes Nov. 4. 


Beck Starts Studio 
Will R. Beck, until recently with 
Vogue, ‘has opened a_ photographic 
studio at 48 E. 49th St., New York, 
and will specialize in modern fashion 


photography. 


REA Promotes 


Program with 
News Bulletin 


Washington, D. C., Sept. 26.—The 
Rural Electrification Administration 
has started publication of a monthly 
news bulletin, “Rural Electricfica- 
tion News,” to carry news of the 
agency’s activities to the public and 
to organizations cooperating with 
the REA program. 

In the first issue Morris L. 
Cooke, REA administrator, declares 
that “REA’s dominant aim is to 
take electricity to as many farms 
as possible in the shortest possible 
time.” 

The first issue explains aids in fi- 
nancing installment sales and other 
data. Money will be loaned through 
dealers for purchases of such elec- 
trical appliances as ranges, refrig- 
erators, and water heaters, and of 
electrical farm machinery as well. 
Similar loans are to be furnished 
for buying of plumbing equipment 
to be used in connection with elec- 
trical equipment, kitchen sinks and 
inside bathrooms. 

The bulletin offers three booklets 
to sales agencies and others coop- 
erating: “Light and Power for the 
Farm,” “What Every Farm Leader 
Should Know About Rural Electri- 
fication,’ and “REA: a message for 
the Farmer Who Wants Electric 
Service.” Reprints of John T. 
Flynn’s article, “All Lit Up and 
Going Places,” in Collier’s, are also 
offered. 


Window Display 
Research Funds 
One- Third Short 


New York, Sept. 26.—At a meeting 
here yesterday plans were made for 
completing the drive for the funds 
necessary to undertake the window 
display research program of the Ad- 
vertising Research Foundation of the 
Association of National Advertisers, 
planned to provide the window dis- 
play medium with authenticated cir- 
culation data. 

Representatives of the advertisers’ 
organization, lithographers and serv- 
ice groups sponsoring the project 
spoke briefly on the importance of 
the study and the desirability of 
getting it under way before the on- 
set of winter would defer the 
start until spring. Pledges are ap- 
proximately one-third short of the 
$47,000 required to finance the work, 
with the lithographers making the 
worst showing on subscriptions. 

The amount called for is estimated 
as enough to pay for field work in 20 
typical markets, ranging from a 
large Eastern metropolis to the trad- 
ing center for a small agricultural 
community. If the information 
which results proves as valuable as 
the sponsors expect, the work will be 
organized on a permanent basis at 
the conclusion of the first two-year 
program. 


Erwin, Wasey & Co. 


Appoints Executives 

As of Oct. 1, offices and executive 
posts in Erwin, Wasey & Co., New 
York, will be filled by the following: 

L. R. Wasey, president; O. B. Win- 
ters, executive vice-president and 
secretary; Howard D. Williams, vice- 
president and general manager; Paul 
E. Newman, vice-president and art 
director; A. G. Van Utt, treasurer 
and assistant secretary. 

J. W. Sturdivant and T. N. Tveter, 
media directors; Lewis R. Amis, 
radio director; M. L. Prindle, re- 
search director; H. L. Brockway, pro- 
duction director; Innes Harris, pub- 
licity director. 


Gebhard to New York 


Howard R. Gebhard, formerly with 
Sanitary Grocery Company, Washing- 
ton, D.C., has been named director of 
merchandising and buying activities 
of Independent Grocers’ Alliance in 


ithe eastern district, with headquar- 


ters in New York. 


Joins Geare-Marston 
Frederick H. Warner, Jr., has 
joined the staff of Geare-Marston, 


Inc., Philadelphia. 


Bader Gives Up Station 


Ernest Bader, president of Ernest 
Bader Company, radio station rep- 
resentative, and until recently presi- 
dent of WAAW Advertising Com- 
pany, operator of station WAAW, 
Omaha, will, in the future, devote 
full time to radio station representa- 
tion. Option for purchase of WAAW 
has been granted to Omaha World 
Herald by Omaha Grain Exchange, 
owner. 


Heads Graphic Arts 

David Gustafson, for the past eight 
years head of the department of 
printing at Carnegie Institute of 
Technology, has been appointed di- 
rector of the newly established 
graphic arts department at North 
Park College, Chicago. 


Boyd, Stahl, to Detroit 


John L. Boyd and Harry Stahl, of 
Geyer, Cornell & Newell, Inc., have 
been transferred to the new Detroit 
office of the agency as assistants to 
Vance C. Woodcox, in charge of Kel- 
vinator Corporation advertising. 


To Pablish “Licensee” 


Starting with the October issue, 
Atlas Publishing Company, New 
York, will publish Pennsylvania Li- 
censee, a monthly devoted exclu- 
sively to the liquor trade of Penn- 
sylvania, and edited by Harry 
Meixel. Offices will be located in 
Harrisburg and Philadelphia, with 
branches in New York, Washington 
and Chicago. 


Wilson Joins Ranney 


Joseph O. Wilson, for the past two 
years manager of Ice Refrigeration 
Company, South Bend, Ind., and 
prior to that advertising and sales 
manager of Artificial Ice Company, 
has joined the Ranney Refrigerator 
Mfg. Company, Greenville, Mich., as 
director of merchandising. 


Clifford Fish Dies 


Clifford Fish, advertising and sales 
manager of Smith-Alsop Paint & 
Varnish Company, Terre Haute, Ind., 
died Sept. 18, following an appendec- 
tomy. 


modern magazines 


Modern Screen e Radio Stars e Modern Romances e 149 Madison Ave., New York 


NEVER MISS 


DEADLINE 


See 


NEVER TEA 


XUM 


" a eS 
» ———____$— a ee =e. eT NET 
_ NR . Sennen 
Be | 
| —— | | 
Cid : 
; 
| ‘ 
& a 
e- ae 
1e 
a) " a Sees: 
- a ae 
ir ui 
- pene 
y, | z as =“ 
il ———— OO EEE—E=E_SQNOOOOOOOEEHESEOEOESO™EOEOOSSS™SSSSSSSS ae i: 
28 of anes”, ee 
a- aa = ons WS 00'Y a 
| 0 Yoigs PFO ese - 
of Co esrio® gorcide® Supliee aa 
vu Cy BO ot eee 
Q) 1 802% Sq ed 10 ies ere 
Bt DH ig FN pedF ey DOP ss! Bee 
3i3 i ets Ses 
- U— onal a wid pont = morn ore : re 
ee ae gor eho pow e eT sch ot sit 
-_ ns - ot mv ai Peite 
d | Hon? 2 22 yest row ™ spe™, 24 Oe 
gale every 1 ort od ae Bea ee, 
— — por “1d? ee © ck 1 pete ee 
y, asst - $005 49-0 on ote ee of oS: ‘ 
“ er nom Oey = ig ea 
m “ ta 
a- Snow jentie® ot | 
y, me . teW ou 
vst Coos Y 
at — — ore Mi estio ned Ld : 
i ese qv we’ “@ roe 
e- fe is Th pony ans 1 ond 2 
a = a He HOS INS Vets vail: 
j wb EG “we” ow 
“ \ mee ba esow s ost 
a oot Anes use , 
x \e cy p0I™0 adv? Siar ta 
(e \e e Aa taken’ 
“ — | rs 4 W Gaon eee 
1g i. IN saucabiin 
le acai wit eae 
1e ‘8 ; bent aa 
n qe ————-- | V si beer ; oatie 
(a or re 
at es ——— an 
a aa 
ct ee ea 
te eee Sas 
C- ay ES ee 
le —_—_—_—— ——— — ——————— lll E—=E=E=>=~““~o——eeEeE— E> —E>~_—S=_=_=_=_—_—_—— wis aie 
s ee pens 
eee : eae so a es GRR we Pent Sanh © 
Re SE : : ee Ss i hea 
re | i : = oe 
ts Pee : es . 
a \Y,\? \) 
SS —_ 
Lo —_—SSS[HH====_' =———————— | — es ne ee nner = _ . ’ : 
> SS ae | PO eae ee 
Cc: ps ae ane Paseo aera : ee oo. - 
“ ds = _— 
: BAY ERS “ SS eee 4 
: 9 Bo hc oe 
=, Bae 
| * = 4 BS . . SS = . 
a ie dramafilm ra ais — — 
MY FRIEND 
Woe Le BT Se SS ASS SSS WSN SS “ 
Lae ess SMICAGS “~ ~ Sa . 
—————— : Ne = 
Ba ! as ae PES cs —< at 
ee ie | REVERE PHOTO ENGRAMING CO. 
A afl | = - WAR. BRIG r— 
$ SS ee os 4S 3 < ow -/-: - SERS i : “) 
ron ge | | —a 712 FEDERAL ST.. GHG Gamma 1¢ 
ak Be Shak See ees ‘ a ee phe eroaige Sh TL aya sAnet Ris) eee wane ee aL Peder aN b sai ei! crip ae! i aye ANA Eee tt) By, Neate an gies) eer ie oe eam sat Boas ame Tee St ee RS MO Co titties.) 
ls AN eh og Me EME ee od ec eak i Sy MT Se, cece un are eee gma 80 7 og a A ee ata Or 1A Beyer armada es ah Pes ne eateries ae) ce mee Be 
es, samy eda ears Fi. Leda cohol eae a ie a A By OS cP ree ae Na West ah TS SRAM co «| ee Ses Sa es foie PREG, SE ON SRG ae NN Se Bah beater ae had SE aw Signe ae Betvege- i") Saag oa 
rae ok canara ieee a ae ee eee or: elt arnt eee nen NM a a wag it alle bu, amie piae he, See et Canons ote es) < Oy Se eC R= 8 a Og ee Rt veneer CeO eee a are 
ar oe ee e  e  c elai RR i a aa aes ars al Ca at a a RE ge eae OR gate Ae Mme ie 0 5 od emcee eer ee ee 
Mie ei Ck 2 Uren gamer rs ce me Dee oe ine baa ie eS Pop fo eae Beem y fee ONE coe pie ar ce OPUS Ci ure ots Aly oe ge mie ee AS eae pene nner gee fy aM Sea ee Beer, + ere iatanaam anes ers Sn a eet) aN Neg on a RE aterm th iat 


ADVERTISING AGE 


September 30, 1935 


LivinG ROOM 
14-OX 20° 6” 


12°0x 17-0” 


Suites in a residential 
hotel that recommend 
themselves to account 
and other advertising 
executives who wish to 
live in the heart of New 
York's advertising dis- 
trict, one minute from 
152 agencies. Unusually 
large rooms, closets, 
windows (see floor plan). 
Note that suites have 
serving pantries and 
some have fireplaces. 
The Roger Smith res- 
taurant in The Winthrop 
serves club breakfasts 
beginning at 25c, lunch- 
eons from 50c and din- 


ners from 75c. 


Telephone Wickersham 2-1400 


HOTEL 
WINTHROP 


47th STREET AND LEXINGTON AVE. 
NEW YORK CITY 


ia 


» A ROGER SMITH HOTEL 


INDUSTRY HEADS 
TACKLE PROBLEMS 
OF DISTRIBUTION 


Boston Conference Covers 
Much Ground 


Boston, Mass., Sept. 26.—More 
than 500 business leaders from 
many parts of the United States 
gathered here for sessions of the 
Boston Conference on Distribution 
Monday and Tuesday, to obtain 
more light on their common prob- 
lems. 

Prominent figures in distribution, 
merchandising, advertising and re- 
tailing addressed the conference, 
which was sponsored by the Retail 
Trade Board of the Boston Chamber 
of Commerce. 

A stirring attack upon price-cut- 
ting was made by Joseph H. Appel, 
executive manager of John Wana: 
maker, New York. The loss leader, 
he declared, is the “machine gun 
that’s used in this uneconomic com- 
petition.” 

“The loss leader stripped naked 
becomes a lethal instrument that 
brings destruction instead of con- 
struction into our stores, our mar- 
kets, our standards and our mor- 
ale,” he said, “and is the chief fac- 
tor in the cheapening process that 
is resulting in our selling America 
cheap.” 


Must Sense Trends 


One of the problems of those en- 
gaged in distribution is that of 
sensing trends of demand, Malcolm 
P. McNair, professor of marketing, 
Harvard Graduate School of Busi- 
ness Administration, said. 

“We are in a period of transition 
between those social ideas which 
dominated consumption from 
roughly 1910 to 1930, and a new set 
of social ideas, the significance of 
which cannot yet be_ discerned. 
From 1910 to 1930 perhaps the 
dominating factor in consumption 
was the automobile—we all became 
interested in ‘going places. To a 
large extent the period from 1910 
to 1930 was one of virtual neglect 
of the home. 

“With the application of inven- 
tive genius to the housing problem, 
it is very possible that the next 15 
or 20 years will see quite a different 
set of consumption habits in Amer. 
ica from that which dominated the 
period from 1910 to 1933.” 

Two sharply contrasting views of 
the Roosevelt administration were 
expressed by Colby M. Chester, 
president of General Foods Corpora- 
tion, and Major L. L. B. Angas, 
economist of Brookmire Investors’ 
Service, at the Monday luncheon 
session, broadcast over WBZ and an 
NBC network. 

Mr. Chester asserted that business 
is the administration’s “guinea pig,” 
and that “business has been forced 
to endure unbelievably fantastic ex- 
perimentation—all to make a bureau- 
cratic holiday.” He evinced skepti- 
cism about the “breathing spell for 
business.” 


Much Taxation 


The large burden of taxation 
placed upon business was cited by 
Mr. Chester. He expressed the be- 
lief that, when properly informed, 
“the people of this country will 
prove unwilling to pay tribute to 
spend-thrift politicians who take 
and largely squander one-third of 
all that our combined toil and labor 
can produce.” 

Taking a long run view of ad- 
ministration policies, Maj. Angas 
told the conference that the “third” 
phase of the New Deal would be a 
boom in trade and_ stocks. He 
chided American business men with 
being over-frightened and raising 
some bogies which do not exist. 

The first phase of the New Deal 
was concerned with ending the de- 
pression, he said. By various 


monetary and reflationary methods, 
the President reopened the banks 


and re-stimulated trade, he _ said, 
until “by the fall of 1933, he had 
restored a modicum of prosperity 
to America.” In the second phase, 
social and monetary reforms were 
made, in order to preserve capital- 
ism, Maj. Angas said. 

There is a new consumer demand 
for specific facts that will serve as 
yardsticks in measuring quality and 
serviceability of merchandise, the 
conference was told by E. C. Morse, 


general director, Associated Wool 
Industries, New York. 
More manufacturers than ever 


before are realizing that “facts sell 
merchandise,” Mr. Morse said. He 
declared that a leading maker of 
tags reported that the demand for 
tags identifying fibre content, pro- 
viding washing instructions, if wash- 
able, and stating various properties 
of fabrics in specific terms on the 
basis of laboratory tests has been 
increasing by leaps and bounds. 


Wants Standard Labeling 


Mr. Morse recommended adoption 
by industries of standards for label- 
ing. The National Association of 
Wool Manufacturers, he pointed 
out, has adopted standards for the 
labeling of fabrics containing cam- 
el’s hair, vicuna, alpaca, etc., and 
for labeling of fabrics containing 
wool either in whole or in part. 
Both steps protect the consumer of 
wool products. 

The blame for rising costs of liv- 
ing was placed at the door of the 
government by Col. Clarence O. 
Sherrill, president, American Retail 
Federation, who discussed elimina- 
tion of wastes in distribution. 

“We cannot give high prices to the 
farmer and low costs to the con- 
sumer at the same time,” he said. 
“We cannot have processing taxes 
which are really sales taxes, of as 
much as 100 per cent on what people 
eat and wear without having these 
taxes reflected in the retail price of 
meat, bread and clothing. It may 
be that these high prices received 
by the farmer justify the high re- 
sulting retail costs, but at least the 
relationship should be admitted.” 


Governmental Waste 


Among wastes in distribution, he 
said, are returns of merchandise; 
losses due to bad debts involved in 
charge accounts; and improper grad- 
ing of farm products. 

One of the greatest wastes occurs 
when government undertakes. to 
produce and distribute goods in 
competition with private agencies, 
Col. Sherrill declared. He quoted 
the secretary of state for air for Eng- 
land as stating that it costs three 
times as much to buy an airplane 
from a government factory as from 
a private factory. 

“In an effort to cut out waste in 
distribution, and to keep down costs 
to the consumer,” he said, “we must 
not neglect an ever-mounting burden 
of taxation taking its toll at every 
step of the way from producer to 
consumer.” 

Dr. Kenneth Dameron, associate 
professor of marketing, Ohio State 
University, analyzed various prob- 
lems encountered by distributors, 
many of them resulting from govern- 
ment activities. 

In so far as government activities 
tend to restrict competition, the use 
of advertising tends to be restricted, 
Dr. Dameron said. He called atten- 
tion to increased use of premiums 
as a result of the removal of re- 
strictions of premiums with the de- 
wcline of the NRA. 


Discusses Wholesalers 


Dr. Dameron pointed out that the 
government is now aiding and abet- 
ting the consumer movement. An 
act of Congress, he said, boosts the 
growth of cooperatives by making 
possible cooperative production 
credit associations. He also cited the 
recent establishment of the Federal 
Consumers’ Agency, and its further- 
ance of consumer councils. 

Discussing the position of whole- 
salers, Dr. Dameron pointed out the 
trend away from the manufacturer- 
wholesaler-retailer channel to a man- 
ufacturer-retail channel, with the 
large buying office as a facilitating 
agency. Wholesalers are attempting 
to secure a functional discount, he 
explained, and this provision is con- 
tained in proposed legislation. 


He advised manufacturers who 
have an interest in price-cutting to 
build a price structure based upon 
elimination of advertising allow- 
ances, free deals and similar con- 
cessions; limitation of distribution 
of identical merchandise, as far as 
practical, to outlets of the same 
type with similar costs; and adop- 
tion of some lawful plan for control- 
ling retail prices. 

If wholesalers and independent re- 
tailers cannot stand on their own 
feet and perform more cheaply than 
can anyone else some indispensable 
service in distribution, then they 
no longer deserve to continue to ex- 
ist as business establishments, as- 
serted Dr. R. S. Alexander, assistant 
professor of marketing at Columbia 
University, in reference to attempts 
to meet chain store competition. 


Must Use Brains 


“The way for them to prove their 
capacity to perform such service is 
by using their brains and energies 
to do it as many of them have done 
and are doing, and not by trying to 
hide behind the taxation petticoats 
of the state and national govern- 
ments,” he said. 

He warned that “through their 
taxing program wholesalers and in- 
dependent retailers are _ striking 
straight at the consumer’s pocket- 
book. By their own action they are 
admitting that they are willing to 
sacrifice the consumer in order to 
make profits for themselves and to 
assure their own security.” 

Census figures indicate that on the 
whole the significance of the jobber 
as a distributive agent has been on 
the wane during recent years, al- 
though there is some evidence that 
the rate of decline has been some- 
what less rapid during the past year 
or so than.was formerly the case, 
he said. 


Scores Sales Taxes 


Paul H. Nystrom, president, Lim- 
ited Price Variety Stores Associa- 
tion, Inc., advanced the opinion that 
vocational training for retailers and 
their employes would probably go 
farther toward leveling the competi- 
tion of the chains than any other 
single factor. 

Missouri’s new “milk bottle caps,” 


tokens for collection of the state’s 
sales tax, are suitable symbols of 
the new movement for “milking the 
consumer,” Robert F. Elder, profes- 
sor of marketing at Massachusetts 
Institute of Technology, told the 
meeting. On a tour of 16 states 
where such taxes are in effect, he 
found strong resentment against the 
levies. 

A rise in the cost of living that 
will surpass that of the World War 
years was predicted by Melvin T. 
Copeland, professor of marketing at 
the Harvard School of Business Ad- 
ministration. 

The Roosevelt program, he said, 
will bring about a repetition of the 
very disaster that it is now trying 
to cure. “An over-expansion of credit 
and currency will lead some years 
hence to another price collapse and 
economic crisis,” he asserted. 

Professor Copeland conceded that 
“we were well on our way out of 
the depression. It requires no un- 
usual clairvoyance to foresee sub- 
stantially greater business activity 
in 1936 than in 1935.” But he gave 
no credit to the administration for 
the recovery. Instead he saw the 
stage set for inflation. ‘Potentially 
the greatest threat to our cost of 
living comes from the government 
debt,” he said. 


Will Find Wherewithal 


Radio interests believe that it is 
a part of their job “to keep the 
American people continually aspir- 
ing to a better and a richer life,” 
declared Richard S. Patterson, Jr., 
executive vice-president of National 
Broadcasting Company, in a talk on 
the relation of radio to the American 
standard of living. 


Southwick Joins Magazine 


Mademoiselle, New York, has ap- 
pointed Gilbert Garriques Southwick 
as advertising director. Mr. South- 
wick was formerly with Harper's 
Bazaar and C. T. Southwick Adver- 
tising Agency. 


P. H. Langdon Dies 
Palmer Hall Langdon, editor and 
publisher of Metal Industry, died of 
a heart attack Sept. 18 at a Mount 
Katahdin, Me., camp where he had 
spent the summer. 
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~ You'll find “US” 

J in every retail store 

B in the land, help- 
: ing to sell! 


TRANSPARENCIES, for instance. They are 
the specialty of one of our plants. They 
illustrate the “U”—let’s say “YOU”"— 
in “US”. An order for transparencies 
is to “U S” an order to attract the atten- 
tion of millions of people as they pass 
or enter retail stores . . . an opportunity 
to remind them favorably, as they reach 
into their pocketbooks, of “YOUR” 
product. 


For advertisers and advertising agen- 
cies—more than forty creative types of 


mer thandising and point-of-sale helps. 


Call “US”. 


. 
NEW YORK 
52-V E. 19th St. 


CINCINNATI 
320 Beech St. 


CHICAGO 
205-V W. Wacker Drive 
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WARBASSE TRACES 
STEADY RISE OF 
CONSUMER CO-OPS 


(Continued from Page 1, Col. 3) 


While the profit motive has been 
associated with “the greatest expan- 
sion of industry and of wealth the 
world has ever witnessed,” on the 
other hand “it has produced want 
in the presence of plenty, a multi- 
tude of hovels for every mansion,” 
he declared. 

“The high cost of distribution and 
salesmanship, the billboards and 
flashing lights that confuse and tax 
the consumer, the multitude of laws 
against adulteration and fraud in 
every avenue of commerce, the 
armies of officials and inspectors to 
protect the public from what busi- 
ness would do if not restrained, the 
courts and jails for such offenders, 
the need for institutions of research 
to safeguard the consumers, the nat- 
ural aim of industry to produce 
things that appear to be good with- 
out possessing that quality, are com- 
mentaries upon an economic system 
already burdened beyond its ca- 
pacity,” Dr. Warbasse said. 


“Neglect of Consumer” 


The speaker declared that “indus- 
try addressed to the perfection of 
production, to the interests of the 
producers and the handlers of goods 
and services, has witnessed a neg- 
lect of the consumer which has left 
him unable longer to absorb or even 
to get access to the essentials which 
are in hands other than his own.” 

Dr. Warbasse told of the origin of 
consumers cooperatives in 1844 in 
Rochdale, England, where citizens 
established a food store on a capital 
of $140. 

Today, Dr. Warbasse pointed out, 
the total membership of the 1,200 
retail societies in Great Britain is 
over 7,000,000 families, more than 


one-third of the population. Their 


turnover last year amounted to over 
$1,000,000,000 of goods. Their total 
capital is $620,000,000. Their surplus 
savings, “profits” in 1934, were $120,- 
000,000. This is 12 per cent return 
on the turnover and 20 per cent re- 
turn on the capital investment, ne 
pointed out. 


Render All Services 


Services rendered by these socie- 
ties include banking, insurance, 
printing and publishing, health pro- 
tection, recreational and other ac- 
tivities. The factories of the whole- 
sale units embrace over 120 indus- 
tries, and these together constitute 
the largest manufacturing business 
in the country. The manufactures 
include not only foodstuffs but tex- 
tiles, and the luxuries such as jew- 
elry, radios and bicycles. They are 
the second largest manufacturers of 
soap and the largest producers of 
boots and shoes in the country, Dr. 
Warbasse said. 

“These factories are producing, 
not for a problematical market re- 
quiring the devices of salesmanship 
and marketing to dispose of the 
product, but they are producing for 
a known clientele of consumers with 
known consuming power, who pro- 
duce in quantity and quality the 
things they want. The hazards of 
unemployment or overproduction and 
underproduction and the costs of 
distribution are reduced to a mini- 
mum,” 

In Denmark, Dr. Warbasse said, 
more than half of the business is co- 
operative. In Sweden, Switzerland, 
Finland, and other countries the 
proportion is also very high. 

Three principles which have been 
found essential for the conduct of 
cooperatives, he said, are: 

1. Each member has one vote and 
no more, regardless of amount in- 
vested. Proxy voting is not prac- 
ticed. 

2. Invested capital, if it receive 
interest, is paid a fixed percentage, 
which is not more than the preva- 
lent legal rate. In this way, capital 
does not receive the savings of 
“profits.” 

3. Commodities and services are 
supplied to members at about the 
current retail market price, and the 
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surplus saving—the difference be- 
tween the cost and distribution price, 
after deduction of overhead and re- 
serves—is returned to the members 
in proportion to their patronage. 
This means that profit is abolished, 
and the business is carried on for 
service. 

“A survey of cooperation shows 
that there is no useful commodity 
which consumers are not supplying 
to themselves by this method,” he 
said. “This means not only the sim- 
ple things, but large scale business 
as well. Cooperative housing is ef- 
fectively supplying homes and mak- 
ing tenants their own landlords. 
Some of the best expressions of 
medical service are found in organi- 
zations controlled by the consum- 
ers.” Laboratories for research are 
testing commodities, and discovering 
new methods, he added. 

In the United States the coopera- 
tive movement is growing, Dr. War- 
basse said, and now numbers some 
10,000 associations. 

Among these are 2,900 organiza- 
tions for farm supplies such as seeds, 
feed, fertilizer, etc.; 3,000 coopera- 
tive banks, or credit unions, run by 
depositors in their own interest; 
3,100 farmers’ associations for the 
distribution of petroleum; 1,000 co- 
operatives with stores, bakeries, 
medical service, restaurants, milk 
supply, undertaking services, insur- 
ance, etc. There are ten federations 
of societies which maintain whole- 
sale units. 

Farmers are organizing associa- 
tions to distribute petroleum prod- 
ucts at the rate of more than one 
a day. The 3,100 groups of this 
kind have a capital investment of 
about $18,000,000, and had a turn- 
over last year of about $48,000,000. 
A return of $6,000,000 in cash sav- 
ings returns was made to investors. 


An International Organization 


The most progressive coopera- 
tives in the United States are fed- 
erated in the Cooperative League, 
Dr. Warbasse asserted. Among its 
member societies is a federation of 
wholesale societies. Forty countries 
have such national federations, 
which in turn are members of the 
International Cooperative Alliance, 
consisting of 250,000 societies with 
100,000,000 members. Their business 
turnover in 1934 amounted to more 
than twenty billion dollars. 

Ruth O’Brien, chief of the divi- 
sion of textiles and clothing, U. S. 
Bureau of Home Economics, who 
followed Dr. Warbasse on the pro- 
gram declared that “right now we 
are hearing anguished cries from 
some business men. They think that 
untrue and unkind things are being 
said about business methods. 

“My observations do not confirm 
such a notion. True, in the discus- 
sions and the printed and spoken 
utterances of consumer groups, dis- 
approval is voiced of misrepresen- 
tation and fraud in selling and in 
advertising. But I have heard and 
read even more pointed denuncia- 
tion of such practices spoken in 
meetings of advertisers and of sell- 
ers themselves. 

“Silly slogans, meaningless super- 
latives, insincere testimonials—all 
of these are disapproved and de- 
nounced in reputable trade publica- 
tions and in business meetings. The 


only difference is that they are now 
discussed and denounced in con- 
sumer circles.” 


Eddie Cantor Back 
On Air a Week Early 


Eddie Cantor’s new series for 
Pebecco, originally scheduled to begin 
Oct 6, started Sept. 29 instead. The 
program is heard from 8 to 8:30 
p. m., EST, over about 55 stations of 
the Columbia network, with a re- 
broadcast for the West at 11 to 
11:30 EST. 

The first eight programs in the 
series will be broadcast from KHJ, 
Los Angeles, while the comedian 
completes the picture he is currently 
working on. 


Ford Resumes Concerts 


Ford Motor Company resumed its 
Sunday evening symphony concerts 
over Columbia Broadcasting System 
Sept. 29, with Jascha Heifetz as 
guest artist. Intermission talks by 
William J. Cameron, of the Ford 
Company, are scheduled to continue 
this year. 


Mason Advanced 


Kenneth Mason has been appointed 
promotion and research manager of 
the New York Sun, to succeed George 
Benneyan, who has resigned to be- 
come promotion director of the New 
York American. Mr. Mason has been 
assistant to Mr. Benneyan for nearly 
two years. 


Has Vocational Bureau 


Milo E. Smith, advertising man- 
ager, Chicago Bridge & Iron Works, 
Chicago, has been appointed chair- 
man of an employment and voca- 
tional committee of the Engineering 
Advertisers’ Association. Several 
openings for industrial advertising 
men are awaiting qualified persons. 


Thompson to WJDX 


S. Maurice Thompson, program di- 
rector of station WCKY, Cincinnati, 
has resigned to join station WJDX, 
Jackson, Miss. 


Duncan-Ryan Moves 


Duncan-Ryan, advertising photog- 
rapher, has moved from 664 N. Mich- 
igan Ave., Chicago, to larger quar- 
ters at 620 N. Michigan Ave. 


Buffalo to Be 
Testing Ground 
For ‘Kimbatts’ 


Chicago, Sept. 26—A new insulat- 
ing material, Kimbatts, produced by 
Kimberly-Clark Corporation, will re- 
ceive its introduction to home own- 
ers of Buffalo, N. Y., in a ten-week 
test campaign to begin in the im- 
mediate future. 

With the winter heating problem 
again confronting owners of homes, 
Kimbatts will be presented as a 
product which reduces _ heating 
costs 30 to 40 per cent. Other ad- 
vantages to be emphasized will be 
light weight, ease of installation, 
and resistance to fire and water. 

Dealers, whose names and ad- 
dresses will be featured in the news- 
paper copy, will also wage a vigor- 
ous mail campaign during the test 
period. Their salesmen have been 
groomed in sales methods to be fol- 
lowed during the crucial introduc- 
tory period. 

The Niagara Falls address of Kim- 
berly-Clark will be used in the adver- 
tising, Kimbatts being produced in 
the plant in that city. 


Zonite Adds Reeder; 
Changes Sales Policy 


G. Allen Reeder, for the past two 
years general manager of the Bir- 
conjel Corporation and before that, 
head of his own agency, has joined 
Zonite Products Corporation, New 
York, where he will be in charge of 
advertising for all products having 
Zonite as an ingredient. 

Carrying out a_ reorganization 
which will result in three main divi- 
sions, the company will appoint two 
more advertising managers, one to 
take charge of the Forhan group, 
and the other to act for all other 
products, except Larvex. 

Advertising of this product, a sea- 
sonal item, will be under the direc- 
tion of John M. Olwyler, vice-presi- 
dent and sales manager. 


Joins Radio Events 
Arthur H. Beckwith has been ap- 
pointed commercial manager of Ra- 
dio Events, script library, New York. 
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ADVERTISING AGE 


September 30, 1935 


AD CONSIDERED 
IN FIXING TAX, 
TREASURY SAYS 


(Continued from Page 1, Col. 4) 
the market would be subject to an 
assessment.” He indicated smilingly, 
that he did not believe that the Rev- 
enue Bureau “would go out of its 
way to find new ways of taxing.” A 
rule of common sense would apply, 
he added. 

The official indicated that the law 


seemed to be clear in such matters, 
even to the intent. Further, that 
Congress had _ reincorporated the 
basic features of the previous Act of 
1918 into the present law which in- 
cluded the very question upon which 
Judge Geiger ruled. 

It was pointed out that the scope 
of the tax “attaches to the sale by 
the manufacturer of the articles 
enumerated in section 603 (published 
in ApverTISING AGE of Sept. 2) and 
similar articles commonly or com- 
mercially known as toilet articles, 
which are used or applied, or in- 
tended to be used or applied, for 
toilet purposes.” 

Relative to advertising, he quoted 
from Regulations 46: 

“Any article advertised or held out 
to be suitable for toilet purposes, or 


for any purposes for which the arti- 
cles enumerated in the act are cus- 
tomarily used, will be subject to the 
tax, regardless of the name by which 
it may be known or distinguished. 


Explains Ruling 


“The tax attaches to the sale by 
the manufacturer of all preparations 
which are used or applied or in- 
tended to be used or applied for 
toilet purposes or used in connec- 
tion with the bath or care of the 
body, or applied to the clothing as 
a perfume or to the body as a toilet 
article. The fact that any particular 
product, preparation, or substance 
coming within the scope of the act 
may have, or be held out to have, a 
medicinal, stimulating, remedial, or 
curative value does not exempt it 


from the tax, if it is commonly used 
as an adjunct to the toilet or for 
toilet purposes.” 

This tax, it is made plain, does 
not attach to an article which is not 
a finished product, “or is not sus- 
ceptible of use for toilet purposes 
but is only suitable for use in the 
manufacture of articles.” That is, 
the raw products will not be taxed, 
although later they may be used ip 
products subject to tax. This is 
illustrated, in these regulations 
which were cited to ADVERTISING 
AGE: 

“Toilet soap is taxable whether in 
the form of a ‘liquid, semi-liquid, 
paste, flake, powder, or cake. Soaps 
and soap powders advertised or held 
out as suitable for toilet purposes or 
for application to the body, or parts 


teresting, too, because 


Brands as a monument to the pioneering s 
ginia ‘"S tavorite radio station... 


BUT tS most important feature—from the radio savom 
ne r’s point of view—is the tremendous increase in 

~ both the day and night service areas .. increases made, 
* possible by this unique tower and the revolutionary 
-mew, Godley-La Porte low. velocity antenna system.” Xs 


“” Kavertisers report more sales, 


as diced ee pee 


“'WRVA's magnificent new toweris interesting ci. 
itas the tallest all-wood self supporting structure, and — 
the first radio tower of its type, in America. 


WRYV 


ea 


‘this Sspectacular _strut 
pirit of 


STATION 


“THE EDGEWORTH TOBACCO 
DOWN WHERE 


‘—dependable night-time service 
area shows an increase of about 
400%. Daytime service is the 
approximate equivallent of a 
300% increase in power over 
the old antenna.” —says Pai} Godley 
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of the body, as cleansing agents are 
taxable. Toilet soaps advertised or 
held out as having medicinal proper- 
ties, medicated toilet soaps, shaving 
soaps, creams, and powders, and 
shampoo soaps and soap powders are 
taxable.” 

The extent of the application is 
illustrated: 

“A soap used chiefly for removing 
grease and stains from the hands, 
though capable of incidental use for 
cleaning kitchen utensils, is taxable 
as a toilet soap. Soaps which are 
made, advertised, held out, and sold 
primarily for general cleaning or 
laundry purposes, but which may 
have an incidental and trivial use 
as a toilet soap, are not taxable un- 
less advertised or held out as suit- 
able for toilet purposes. Shampoo 
oils and liquids not containing 
Ssaponaceous matter are taxable as 
toilet preparations.” 


Strict Enforcement Promised 


It would appear, according to the 
discussion, that as pointed out, “in- 
cidental or trivial use” of a product 
for cosmetic purposes would not sub- 
ject it to a tax, “unless advertised 
or held out as suitable for toilet pur- 
poses.” 

It can be stated that, as a matter 
of general policy as observed at the 
Bureau of Internal Revenue, a 
stricter application of the revenue 
laws is being, and will be, carried 
through. On the other hand, there 
appears to be no general discernable 
tendency to scrutinize all advertis- 
ing. It is likely, though, that when 
through broadcasts or printed ad- 
vertising, a product is promoted for 
use as a cosmetic, collectors of the 
Bureau will make a note of it and 
check up for revenue. 


LOSS LEADERS 
ATTACKED AT 
DRUG MEETING 


(Continued from Page 1, Col. 2) 
tion as may be decided upon as most 
effective by those who are best ac- 
quainted with the whole subject.” 
He added that “we must be reason- 
ably certain that the course of ac- 
tion decided upon is sound and de- 
pendable, and in the public interest.” 

“The time is here,” he said, “when 
unfair practices in business must be 
prevented, and when the right to 
exist must be guaranteed to the ef- 
ficient, whether large or small.” 

In an address to the convention 
Monday, Mr. Henry declared that 
druggists want laws “that will per- 
mit only qualified pharmacists li- 
censed by the states to sell drugs 
and medicines not harmful in a sin- 
gle dose but that may be injurious 
to public health if used without re- 
striction.” 


Expand Radio Schedule 


The ITS Company, Elyria, O., 
maker of ITS level wear rubber 
heels, is expanding its radio program 
to cover 50 stations, using spot an- 
nouncements and five-minute pro- 
grams. Advertising is handled by 
Carr Liggett, Inc., Cleveland. 


Tells of Steel Merger 


Merger of Republic Steel Corpor- 
ation, Youngstown, and Corrigan Mc- 
Kinney Steel Company, Cleveland, 
was announced last week through 
advertising placed in approximately 
40 large city newspapers by Mel- 
drum & Fewsmith, Inc., Cleveland. 


Plans New Daily 


Publication of a new Louisville. 
Ky., morning newspaper, the News- 
Enquirer, will begin the week of Oct. 
14, it is announced by Elam Hud- 
dleston, state treasurer, who re 
cently filed incorporation papers for 
the new organization. 


Dixie Gets Grinnell 


George H. Grinnell, Jr., formerly 
in the advertising department of the 
National Lead Company, has joined 
the Individual Drinking Cup Com- 
pany, Easton, Pa., as assistant sales 
promotion and advertising manager. 
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ADVERTISING AGE 


PHOTOGRAPHIC REVIEW OF THE WEEK 


EDISON COMPANY MAKES FIRST USE OF POSTER ADVERTISING 


ITINERANT DISPLAY FOR FASHION PLATE SHOES 


he Chome 


m7 


the hands. of the Wlasten Desiquersaf 


The central motif of this itinerant display released by Johnson, 

Stephens & Shinkle, St. Louis, coincidentally with appearance of 

advertising in September "Vogue," is an original oil painting. 

Prater & Heier, Inc., St. Louis, made 13 of the displays, through 
Ruthrauff & Ryan, Inc., the agency. 


FLOOR IS PAVED WITH ADVERTISEMENTS 


PACKED WITH POWER 


B. F. Morris, vice-president of Thomas A. Edison, Inc., with posting brush in hand, ¢ finishing touch on first 


posting of Emark battery division's first outdoor campaign. The others, left to rig 


+, are: E. H. Green, sales 


manager; D. B. Banta, advertising and sales promotion manager; and L.H. Frohman, Frank Presbrey Company. 


INITIAL ADVERTISING 
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UNITED STATES 
SAVINGS BONDS 


In 10 years Your Investment earns 33'/s per cent 


In a special room devoted to display of sales promotion material in 
the Bridgeport plant of General Electric Company, even the floor is 
covered with advertising matter. The "mosaic" effect was achieved 
by pasting down hundreds of ad proofs, folders, broadsides, etc. A 
heavy coat of shellac protects the unique floor against damage. 


OIL COMPANIES OPEN CHICAGO DRIVE 
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The Federal Housing Administration makes it easy! 
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The first piece of copy in the new 
magazine campaign of the U. S. 
Treasury. (Story on Page 6.) 


CORSET DISPLAY 


Velvetone window display panels 

will be employed this year by The 

H & W Company, Newark, for its 

corsets and brassieres. Frank 

Presbrey Company, New York, is 
the agency. 


(Left)—This newspaper copy launched 
an extensive cooperative campaign in 
the Chicago area this week, with major 
oil companies and independent distribu- 
tors as sponsors. McCann-Erickson, Inc., 
is the agency. (Story on Page 8.) 


IS SELECTED FOR PHOTOGRAPHY SHOW 
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This study of white-beaten salt water, made by Tom Frissell for Ivory 
soap, is one of the subjects chosen for Photographic Exhibit, Rocke- 
feller Plaza, New York, which opens tomorrow. (Story on Page 9.) 


DISPLAY CREATES MUCH INTEREST 
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“As Quiet as an Iceberg ~ and just .. Cold” 
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This unusual display was erected on the lawn of Wisconsin Public 

Service Corporation, Sheboygan, during a recent Electrolux drive. 

It is a "shadow box," 18 feet wide, 15 feet high, and 12 feet deep, 
with a standard box in the foreground. 
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Farm income in the 37 counties constituting Dallas’ im- 
mediate trade territory, is estimated at 90 to 95 million 
dollars during the next four months, as compared with 60 
millions during the same period last year. 


Oil production of this territory, which includes the East 


* The TEXAS CENTENNIAL... 


1936 .. EXPOSITION . 


TEXAS FOR THE BIG YEAR 1936 * 


The Dallas News 


. . - Oldest Business Institution 
in Texas « Invites American 
Industry to Consider--- 


TEXAS AS A MARKET 


The Southwestward trend of things economic in recent years 
has consolidated, for the Lone Star State, a formidable consumer 
population with a spendable income supplied by vast agricultural 
and manufacturing industries, aided by sensational development 
of oil and other natural resources. 


Texas Consumes Annually 


$ Automotive... ee $282,000,000 
$ Foods............. -................ 280,000,000 
$ General Merchandise _ . . 219,000,000 
$ Farm Supplies . | a - 166,000,000 
$ Miscellaneous... ..... he ARE. _ 134,000,000 
x Building Materials ... ... «ss _ 130,000,000 
$ Apparel (not included in Gen. Mdse.).. ... + 84,000,000 
x Filling Station Sales... 84,000,000 
$ Furniture, Household... ssa... ? 72,000,000 
$ Restaurant Sales......................... 58,000,000 


The Show Window of Business Opportunity 
THE TEXAS CENTENNIAL EXPOSITION 


Dallas was chosen to be official host for Texas during the 
celebration of the One Hundredth Anniversary of the Lone 
Star State's independence. For this she is building, at a cost 
of $15,000,000, a great central exposition in 1936—open 
from June 6 to November 29. 


At the exposition will be dramatized the natural, economic 
and political story of Texas to portray more graphically the 
Texas of Today. 


The event, which will approach a world exposition in scope, 
will show to millions of visitors that, while progress has been 
rapid, accomplishments startling and growth unprecedented, 
there remains here a great frontier for aggressive, far-seeing, 
adventurous business men. 


TEXAS CENTENNIAL 


....DALLAS. . 1936 


Texas Oil Fields—the greatest in the World—will yield in 
the last quarter-year around 65 million dollars if the rec- 
ord of the first six months of 1935 continues. 


With Centennial money increasing local pay rolls, Dal- 
las and its retail trade territory anticipate a fall business 
not equaled here since autumn, 1930. 


The Aallas Morning News 
THE DALLAS JOURNAL 


Texas’ Major Market Newspapers” 
National Advertising Representatives: JOHN B. WOODWARD, Inc., Chicago, New York, Detroit, Boston, Kansas City, San Francisco, Los Angeles 
Associated Enterprises: The Semi-Weekly Farm News, The Texas Almanac, Radio Station WFAA (50,000 Watts) 


.DALLAS . 


September 30, 1935 


.. 1936... Exposition of International Scope * 
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